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QUOTE OF THE WEEK: “The smart 
discounter today is de-emphasiz- 
HOUSEWARES BE, ing traffic appliances, major ap- 
BUY pliances and some housewares 
MACYS OWN | ; items as the major department 
BRANDS stores have met this price com- 
YOU SAVE EXTRAS petition, and he can’t afford to 
push them. I think we should ag- 
gressively rebuild our appliance 
business simply because most 
consumers who have dealt with 
the discounter in this field have 
been disappointed shoppers.”— 
William E. Heaton, vice presi- 
dent, Scruggs-Vandervoort-Bar- 
ney, Inc., St. Louis. a 


ANTI-PRICE-FIXING RULES have 
been tightened by G-E and West- 
inghouse in the wake of the Phil- 
adelphia heavy equipment case. 
Westinghouse salesmen attend- 
ing “any meeting formal or in- 
formal attended by representa- 
tives of competitors” must now 
sign affidavits that prices were 
not discussed. G-E, which pub- 
licized its intra-company rules 
when the headlines broke, tight- 
continued on p2 
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| APPLIANCE-TV 


continued from pl 
ened its personnel policies on employee frater- 
nization dating back to 1946. 5 


MUNTZ TV, CLAIMING A COMEBACK, is launching an 
extensive consumer advertising campaign and is 
expanding its independent outlets. Jack Sim- 
berg, vice president in charge of sales, said re- 
tailers of vacuum cleaners, sewing machines, 
small appliances @&d white goods are acceptable. 
Starting with 100 outlets in 1958, when the com- 
pany’s red ink was attacked by the new man- 
agement, the company now has 2,000 and is 
averaging 60 a month. All are independent and 
all sell Muntz exclusively. bl 


THE NEW LOOK AT MAYTAG: In the company’s 1962 
line of dryers, the electronic control originally 
introduced in the top of the line last fall, is now 
available in the Highlander series starting with 
a list of $249.95. The Highlander series, which 
starts at $209.95, includes three automatic wash- 
ers and a gas and electric model Halo of Heat 
dryer as well as the new gas and electric dryers 
with electronic control. In the top of the line 
A900 series of washers, Maytag has a selective 
rinse control, which permits preselection of rinse 
water temperature. Model numbers for all wash- 
ers and dryers have been changed and styling 
improvements are designed to put laundry appli- 
ances in places other than the basement. . 


RCA SCHEDULED THREE ‘“‘COLOR NIGHTS” to promote 
color TV sales, Oct. 4, Nov. 1, Dec. 6, all Wednes- 
days. The dates coincide with heavy color tele- 
vision program schedules, with emphasis on the 
Walt Disney “Wonderful World of Color” show. 


A COMPACT OVEN WHICH WORKS ON 110-VOLT outlet 
is being introduced by the Columbus Stove Co. 
of Columbus, Ohio. The unit (MO-115) can be 
mounted on a wall, used on a counter top or cart. 
Suggested list: Less than $100 (east of Mis- 
Sissippi). a 


WESTINGHOUSE’S NEW LINE OF DISHWASHERS, three 
portables and two built-ins, feature 30% more 
capacity and two-thirds more water power than 
previous models, the company claims. Westing- 

# house has come up with added capacity (service 
: for 13 or pots and pans plus service for eight 
can be washed at one time) by redesigning the 
racking, while retaining the same basic tub. The 
new upper rack can handle 36 glasses at a time, 
Westinghouse claims. New double wash and 
triple rinse account for the increased water 
power. A clear rinse additive is injected for spot 
and streak-free drying. Portables SPC22R and 
SPC22D and built-in SUC24D all have hot water 
boosters, which are supposed to assure 145-de- 
gree water for the second wash and the third 
clear rinse. 


EXCLUSIVE EM WEEK SURVEY 


Compare 


If you are a home laundry dealer or are thinking of 
becoming one, you are probably wondering, ‘‘How many 
lines should I carry? How much should I invest in 
inventory? How much should I spend on promoting 
laundry equipment?” Here is a composite picture of 
87 hand-picked dealers who revealed how they oper- 
ated their home laundry business last year. You may 
find answers to a number of your operating problems 
by comparing these aspects of their businesses to your 


own. 


Last year, 76% of the home laun- 
dry dealers surveyed sold three or 
fewer lines; 13% carried four lines, 
and 4% carried seven lines. The few 
remaining dealers sold either five, six 
or eight lines. These figures are 
shown on the chart on the opposite 
page. 

These are some of the findings of 
a survey of home laundry dealers 
recently completed by EM WEEK’s 
Creative Marketing Section. Of the 
279 dealers surveyed, 87 were select- 
ed as being most typical. Only deal- 
ers selling at least 100 but no more 
than 1,750 units of home laundry 
were included. An analysis of the 
chart shows that: 


Seven-line dealers sold more units on 
the average than dealers in other 
categories. They sold an average of 
606 units. The four-line dealers were 
second with 330 units. The poorest 
showing was made by six-line dealers 
who hold an average of 208 units. 


Five-line dealers carried the smallest 
inventory. Even the single-line deal- 
ers had more invested in inventory. 
The largest inventory ($32,000) was 
carried by the big volume, seven-line 
dealer. It was expensive for the four- 
line dealer to add the extra line. His 
inventory was nearly $6,000 higher 
than the three-line dealer, but it paid 
off in higher sales. 

The five-line dealers, with an aver- 
age inventory of only $6,200, report- 
ed average sales of 310 units, indi- 


cating that the survey included 
unknown factors to be considered. 


The few eight-line dealers spent the 
most for advertising and promoting 
the sale of home laundry products. 
They spent an average of $8,000 last 
year, $500 more than the seven-line 
dealers. The unusually small amount 
spent on advertising by the five- and 
six-line dealers indicated that there 
were unique circumstances not in- 
cluded in the study. The three-line 
dealers spent less than half the 
amount expended by the two-line 
dealers and 25% less than the single- 
line operators. This may have been 
the result of more co-op money being 
made available by the suppliers of 
the third line. 


The four-line operators, with large 
unit sales and high inventories, spent 
an average of $2,500 to move their 
laundry merchandise. 

Measuring sales against invest- 
ment, on a units sold per $1,000 in- 
vested in inventory basis, provides a 
significant comparison. The some- 
what surprising results: The one-, 
two-, and eight-line dealers all 
averaged 25.7 units per $1,000 in in- 
ventory. The seven-line dealers sold 
28.9, the six-line dealers sold 27.7, 
the three-line dealers sold 26.4 and 
the four-line dealers sold only 21.6 
units per $1,000 in inventory. The 
five-line dealer again performed un- 
realistically with a record of 51.6 
units per $1,000 in inventory. 


What Else The EM WEEK Survey Discovered 


A breakdown of these dealers’ 
sales by individual product revealed 
a nearly perfect match to a break- 
down of the entire home laundry in- 
dustry’s figures. (EM WEEK, Jan. 23, 
p45.) For example, 54% of all laun- 
dry products sold by these dealers 
were automatic washers. Gas dryers 
accounted for 9.2% of all their sales. 
These figures were identical to the 
industry figures for the same prod- 
ucts. Electric dryers accounted for 
18% of the dealers’ sales and 17% 
of the industry’s. Combination wash- 
er-dryers were 2% of the dealers’ 
sales and 3% of total industry. 

Only the conventional washer fig- 
ures showed a significant discrep- 
ancy. They represented 12% of sur- 
veyed dealers’ sales and 18% for the 
industry. However, since dealers 
were not specifically requested to in- 
clude spin-dry machines in this cate- 
gory as the industry did, the differ- 
ence may be explained. 

Few dealers said they were going 
to change the number of lines they 
were carrying. Only four indicated 
plans to become single-line operators. 


The same number indicated that they 
were going to add a line. Eleven said 
they were going to drop one line, but 
in most cases it was a brand that 
had been having serious problems. 


Live demonstrations were called the 
best sales tool. Well over 90% of the 
dealers said a working model was not 
only a good sales tool, it was ab- 
solutely necessary. Some demonstrat- 
ed by doing the customers’ laundry. 


Participation in utility and factory pro- 
motions was a regular procedure for 
74% of the dealers. 


Advertising went mostly to local news- 
papers, according to dealers surveyed. 
Although many dealers spent all their 
advertising dollars in newspapers, 
the average breakdown showed that 
81% of their advertising money was 
spent in newspapers, 10% for spot 
radio, 4% for spot television, and the 
rest divided between outdoor adver- 
tising and giveaways. Cooperative 
money was used by 85% of the 
dealers. 
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Dealers’ Operations With Your Own 


Dealers Report Number Of Lines Carried, Unit Sales, Inventory And Costs Of Advertising 


Number 
of Lines % 
Carried 


Dealers 


Average Annual 


Unit Sales 


Average Inventory 


Average Adver- 
tising Expense 


$8,000 


/ MARKET REPORTS 


MIDWEST . . . INDIANAPOLIS—The 
television and appliance business was 
moving up in Indianapolis as a part 
of the general improvement in busi- 
ness. 

Al Nelis, sales chief for W. P. 
Wasson’s big Monument Circle store, 
said, “Over-all, we are doing more 
business than over a year ago. We 
have a better balanced stock now, for 
one thing, but business is getting 
better everywhere, I think.” 

The downtown store did especially 
well with room air conditioners the 
past three months. “There’s no spe- 
cial reason that I can think of for 
this. We advertise 100% in news- 
papers, but we haven’t had any spec- 
tacular promotions,” he said. 

Wasson’s is a franchised Maytag 
and Norge dealer. “Maytag laundry 
has been steady. They have nothing 
new. It is well known. . . and a cer- 
tain number of our customers just 
believe in it.”” Norge’s new 1962 easy- 
to-service washer has been on Nelis’ 
floor only a short time. ‘We have sold 
a couple or three of them,” he said, 
“but it hasn’t been out long enough 
for me to see a trend. Yet, it has at- 
tractive features and I think it’s go- 
ing to do well.” 

He was excited about the sales pos- 
sibilities of Norge’s hair dryer at- 
tachment to its clothes dryer. FM 
radio sales were running strong, led 
by Sarkes Tarzian, a_ well-known 
brand locally, with Zenith and G-E 
models pushing. 

John T. Sutton, owner of Don 
Massa Electrical Appliances, report- 
ed a similar trend. “We have done 
pretty well in the past three months, 
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though the last couple weeks have 
been real stinkers,” he said. 

He said he did a surprising busi- 
ness in Carrier and, to a lesser ex- 
tent, Gibson air conditioners begin- 
ning June 1. “We all set up a quota 
of 10 phone calls a day. We went over 
our customer list for the past five 
years and picked the people carefully. 
We ran a few radio spots and one 
newspaper ad, but it was the personal 
contact that boosted sales,” he said. 

Seven weeks ago John Kirk, a Hot- 
point dealer, started a close-out sale 
at his suburban store to make way 
for a new one. “I sent out 2,400 
pieces of direct mail, and we never 
had more business in any month be- 
fore,” he said. But he insisted that 
he does little advertising. ‘“Word-of- 
mouth is the kind of advertising I do 
most. In this kind of area you get 
people happy with you and they go 
out of their way to send other people 
to you.” 

Getting down to specifics, he said, 
“My laundry business is up twice 
what it was last year. People out here 
are spending more this summer. Also 
Hotpoint’s LK-11 model washer which 
came out in 1958 had a lot of trans- 
mission trouble. It’s fixed now, but it 
took about two years for my cus- 
tomers to get over it.” 


SOUTH .. . NASHVILLE, TENN.—Sum- 
mer appliance sales in the Nashville 
area have been as good as or slightly 
better than last year, according to 
dealers. 

One said that he expects a “big 
break-through” into better appliance 
sales this fall. Larry J. Mulhall, pres- 


ident of McWhorter-Weaver, a dis- 
tributor, said, “I understand Zenith, 
General Electric, Admiral, Emerson, 
Magnavox, and Philco are all bring- 
ing out color television sets this year. 

“Well, the product finally has come 
of age service-wise. That’s. the opin- 
ion most of the companies hold, at 
least. They think most of the bugs 
are out now,” Mulhall said. 

Roy Camp, appliance merchandiser 
for Cain-Sloan Co., big department 
store, was the only dealer surveyed 
who said he thought 1961 had been 
a “very good year.” 

“Our stereophonic record players 
have been selling very well, TV sets 
have been good, and air conditioners 
have been moving about like last 
year.” 

Other dealers said their air con- 
ditioning sales were ‘‘way off” until 
the past two or three weeks because 
of late cold spells at the first of the 
summer. Camp said Cain-Sloan’s 
laundry equipment was selling “about 
like last year.”” He said last year was 
“a very good year.” 

Greenfield Pitts, treasurer of 
Harvey’s, said air conditioners were 
“our biggest problem. 

“They have been down badly. We 
are about even with last year in our 
white goods lines, and television sets 
have been going pretty well for us.” 

Pitts described the appliance sales 
year as “not good. 

“First, the market has been satu- 
rated. The manufacturers were pro- 
ducing for a consumer whose demand 
suddenly dropped. That’s where the 
second reason comes in. The con- 
sumers stopped buying appliances at 
the former scale about 18 months 
ago. The market is in the process of 


adjusting to this drop in consumer 
demand.” 

Jesse L. Perry Jr., president of 
J. L. Perry Co., Inc., which deals in 
Westinghouse lines, said his air con- 
ditioners have been “off consider- 
erably. Our freezer business has been 
up over last year. Other appliances 
have been running just about even 
with last year. We’ve had some con- 
tract orders—housing developments, 
for example—which I haven’t counted 
here.” 


WEST . . . BUTTE, MONT.—Burr’s, 
one of Butte’s largest department 
stores, closed July 31. Its Hoover 
service business went to George 
Steele & Co. and its General Electric 
appliances to Ossello’s. All dealers 
reported washers and dryers as best 
sellers. TV has been seasonally low. 

Ossello’s reported liquidation of 
Burr’s appliances was its most suc- 
cessful promotion in 30 years. De- 
spite adverse economic conditions in 
the Butte area, trade was holding up. 
Refrigerators were selling well. In 
three weeks Ossello’s will bring in 
two carloads of 1962 General Electric 
major appliances. 

George Steele & Co. indicated re- 
frigerator sales and prices have de- 
creased. Heating equipment slowed 
although some revival is evident. 
Radio advertising of Maytag’s two- 
year service brought many inquiries. 
Radio and newspaper have been more 
productive than TV advertising for 
Steele’s Admiral, Maytag and Hoover 
appliances and Lennox heating equip- 
ment. 

Tom Kirby, an exclusive RCA 
dealer, said, “The closing of some of 

Continued on page 11 
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AHEAD 
IN THE NEWS 


REMOTE STEREO TUNING is available for Clairtcne 
Sound Corporation’s top-end console and com- 
ponent chassis. The remote tuner, a $69.95 add- 
on, was shown with the Canadian company’s 
line in New York last week. It has six transis- 
tors, will balance each speaker in a stereo system 
and adjust the volume from any place in the 
house. 


HURLEY PRODUCTS CO., newly formed appliance 
manufacturer headed by James Hurley, former 
vice president of Thor Corp. and division man- 
ager of Magnavox, has jumped into the home 
appliance business with a home-sized flat-bed 
presser patterned after commercial models. Re- 
tail is $69.95. 


PHONOGRAPH SALES FOR THE FIRST HALF were down 
17.09% at factory and 10.76% at retail levels 
compared to 1960’s opening six months, accord- 
ing to Electronic Industries Assn. figures. From 
the factory, stereo sales (1,136,084 units) were 
farther behind—18.59%—than monaural sales 
(361,966 units or 12% down). June retail and 
factory sales in both mono and stereo topped 
May as manufacturers moved 197,170 stereo 
units (up 38.41%) and 61,533 mono models 
(up 14.19%). * 


NEW TRANSISTOR RADIOS FROM RCA: A shirtpocket 
six (IRJ1) listing at $29.95; model IRG3, a six- 
transistor unit with easel stand at $29.95, and 
model IRG4, also a six, at $32.95. * 


ANOTHER STATION WITH FM STEREO: WQXR-FM in 
the biggest market of them all—New York City 
—has begun test broadcasts, and will start offer- 
ing regular programming on Sept. 7. 2 


RECORD-BREAKING SALES DEPARTMENT: RCA re- 
ports the most profitable first half in its home 
instruments operation in the past 10 years. 
Profit after taxes was 4% ahead of 1955, the 
previous high for past decade. At DuMont Emer- 
son, sales of the 1962 line of Emerson table and 
clock units have already topped total table and 
clock sales for the last half of 1960. = 


DROP-INS FROM RCA WHIRLPOOL: Four new refrigera- 
tors, two electric and three gas ranges, which 
the company is offering as fall specials. The re- 
frigerators: HJC-13; HJS-14TCM; JHA-12T; 
HJA-14. The last three models are all two- 
door frost-free units. The new ranges: An auto- 

matic 30-inch HE320 and a stripped 40-inch 

aie HG4001, in electric; -the 30-inch HG3424; 36- 

: inch HG6424 (both with chrome tops) and the 
36-inch HG6755 in gas. The HG6755 in a Gold 
Star unit. All the new models are in white and 
feature the Counter Control Center. No prices 
were given; RCA Whirlpool has dropped lists. = 


A Look At Chord Organs 


A month after the introduction of 
its line at the NAMM show in Chi- 
cago, the newly reorganized Estey 
Organ Co. got back some sales fig- 
ures. And they were good ones. 

The Orcoa Concert line of elec- 
tronic organs, which Estey sells to 
appliance-TV dealers sold to the tune 
of $1.1 million factory sales in its 
first month out. Here’s what William 
Souweine, vice president of sales for 
Estey, had to say about his sales fig- 
ures—and the chord organ business 
—in an interview with EM WEEK: 


When chord organs were introduced 
in 1958, sales began to skyrocket al- 
most immediately—and reached their 
height in 1959. “Everybody said if 
they went up that fast, they could 
come down as quickly,” Souweine 
said. “And they did.” 

Of the 30 or so manufacturers in 
the chord organ business in 1959, 
there are now about five majors left. 
The dumps which occurred in 1960 
are, Souweine said, all cleared up, 
and the business has gained some 
stability. Who were the makers who 
survived ? 


“The merchandisers,”’ said Souweine, 
and that’s his major point. He’s 
shooting for the mass market with 
his Orcoa line, which includes elec- 
tric reed organs—all imports from 
Italy—and the company’s two elec- 
tronic organs, made in its California 
plant. Prices run like this: Electric 
reed chord organs for $99.95, $159.95 
and $229.95; electronic chord organs 
for $399.95 and $499.95. And Sou- 
weine thinks these prices are just 
right for the mass of people who 
never shop in music stores. But, he 
said, you have to know*thow to sell 
them. What’s Estey’s idea of selling? 


“We're trying to sell .a concept, not 
specs,” said Souweine. “We want 
dealers to understand’ the organ busi- 


ness. Successes have come on the 
dealer level when we’ve worked with 
them—and they’ve followed our ad- 
vice. 

“Most people are scared at first. 
You have to show them anyone can 
play the instrument with a few min- 
utes of instruction. Most sales are 
created not three weeks before a 
person walks into a store, but after 
they’ve seen it in a store.” 


But they’ve got to see it. This means 
more than one piece on the floor, and 
it means there should be one person 
who is an organ specialist. 

“If a dealer only has one piece,” 
said Souweine, “you don’t know 
whether he’s going in or going out of 
the business. So we require a mini- 
mum of two of the reed organs, and 
one of the electronics. A few pieces 
can do more harm than good.” 


“Dealers make a straight third. We 
have a strong co-op ad program, ad- 
ministered by our distributors. (All 
distribution is two-step.) And this 
is good step-up business.” 


Service is handled through the dis- 
tributors. But, says Souweine, serv- 
icing the reed organs is simple. Any 
TV repairman could learn it quickly. 


Effective promotion requires a good 
display in the store, “and, simply, 
dealer interest,’’ Souweine noted. The 
free home trial is still an effective 
device, as are window displays. 
Though big season is still the fall, 
Souweine’s sales figures indicate that 
the chord organs are not as subject 
as major appliances to seasonal ups 
and downs. 


How much does he plan to do this 
year? “About $2.5 million plus at 
the factory. And the total industry 
should sell between 200 thousand and 
300 thousand units this year.” 


Zenith’s 10 Color Sets: 


Zenith made its entry into color 
television official last week with a 10- 
console line priced from $695 for a 
lowboy to $1,050. With the exception 
of the 21-inch color tube, which is 
supplied by RCA, the entire line is 
built by Zenith. 

“Our dealers,” said Leonard C. 
Truesdell, president of the Zenith 
Sales Corp., “will have sets on their 
floors shortly after mid-September.” 

The Zenith chassis is hand-wired 
with no printed boards or circuits 
and uses Zenith-designed color cir- 
cuits throughout. 

“The chassis is the product of over 
10 years research,” said J. E. Brown, 
Zenith vice president in charge of 
engineering, “which will simplify 
servicing of the color’ television 
receiver.” 


Servicing will be handled by either a 
qualified Zenith color TV servicing 
dealer or by a qualified independent 
color TV service center selected by 
the dealer. 


“Production,” said Truesdell, “will be 
geared to 100,000 sets a year begin- 
ning Nov. 1.” 

Right now, Zenith sees no chance 
of a major breakthrough in color TV 
that would bring the price under 
$400, Joseph Wright, president of 
Zenith, told EM WEEK. 


“Color has to be high-priced now,”’ he 
said, “and with public acceptance of 
color on the upswing, we felt that 
the time was ripe to go into color. 

“Getting back to price, we don’t 
feel that’s a problem. After all there 
are a lot of new Cadillacs on the 
street today. Zenith has attempted 
to keep the line simple with quality 
throughout, smart styling and unique 
features of performance and relia- 
bility.” 


Zenith also showed an all new line of 
22 FM stereo instruments and a new 
stereo FM multiplexer which the 
company says eliminates an adapter 
for present FM sets. 

The multiplexer can be used with 
any make or model of FM radio and 
needs no connecting cords between 
the receivers. Or the unit can be 
used as a conventional FM radio. The 
multiplexer should be placed to left 
or right of an FM radio. “You just 
plug it into an electrical outlet, ad- 


just controls and both sets and you’re 


ready,” explained Truesdell. Two 
units can be used as a stereo FM ra- 
dio ensemble. Single unit list: $99.95. 

List price on the new stereo units 
range from $299.95 to $875 for 11 
AM-FM stereo combos, $179.95 to 
$450 for six consoles and $625 to 
$895 on four TV-stereo theaters, $115 
for the AM-FM stereo turner. 
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Los Angeles 


For full information on the new 
Los Angeles Metropolitan edition 
or any of the seven other Digest 
regional editions, write Fred D. 
Thompson, Advertising Director, 
Reader’s Digest, 270 Park Ave., 
New York 17, New York. 
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Beginning with the January, 1962, 
issue of Reader’s Digest, you will be 


Mon yontaeder able to sell more, and more efficiently, 
_ in the rich, highly competitive Los 
A Li (metro. Angeles market. The six counties 

fi a covered by this new edition are illus- 


trated on the left. Now you can have 
consistent advertising coverage, with no 
/ SOUTHERN waste, in over 28 per cent of the households 
in each county. Color printing will be of the 
highest quality. And your advertising will 
share the prestige of the world’s most widely 
read magazine. 


f 


Quantity is only the beginning. The people who buy the 
Digest, magazine readers, are better educated and have more 
money to spend than the average. Evidence: Politz research 
shows that 45.3 per cent of all the U. S. adults who went to 
college read an average issue of the Digest. So do members of 
59 per cent of all households with incomes over $10,000. 


gets its own Readers Digest edition! 


Here are rate and circulation highlights for all eight 
Digest regional editions in 1962: 


Region Circulation Cost per 4/c page 
NORTHEAST 2,300,000 $10,260 
METRO. N. Y. 1,150,000 6,270 
GREAT LAKES 2,650,000 11,925 
SOUTHERN 1,450,000 7,730 
NORTH CENTRAL 1,350,000 7,975 
SOUTHWEST 1,000,000 5,890 
PACIFIC 1,365,000 6,625 | 39,984.00 
combination 
METRO. L. A. 735,000 3,775 discount 
1962 
U.S. circulation 
guarantee: 
13,300,000 
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housewares 


What’s In A Name? 


Fireplace Furnishings: 
Hot In The Second Half 


That’s what more and more retail- 
ers are learning every year as they 
shop around for housewares that will 
help them ring up extra sales and 
profits. 

Last year at retail, fireplace fur- 
nishing sales amounted to between 
$25 and $40 million—70% of those 
sales were made between September 
and December and 40% in November 
and December. Forecasts say that 
sales will be even better this year. 

Economic experts have predicted 
that with the amount of building out- 
lined for the rest of 1961 and the 
extent of remodeling that will take 
place more than a million fireplaces 
will have to be furnished. 

It’s true that department stores, 
hardware stores and specialty hearth 
shops do the bulk of the business in 
fireplace accessories, such as screens, 
andirons, firetools and wood carriers. 
But that’s no reason why other re- 
tailers can’t profit from a growing 
market. If you’re looking for another 
line for the second half, here’s what 
you need to know to get into the fire- 
place furnishing business: 


Inventory and floor space requirements 
aren’t big. In fact, retailers and man- 
ufacturers claim that about $200 in 
basic inventory will get you into the 
business. Most dealers stock only the 
popular models in a line and use the 
manufacturer’s catalog to sell models 


they don’t have in the store. Dealers 
selling custom fitted equipment will 
—unless they’re selling fireplace fur- 
nishings on a full-time basis—stock 
only one model and rely on the cata- 
log for the majority of their selling. 

Modern, antique, plain or fancy? 
That’s the big question retailers 
must ask themselves before ordering 
their fireplace furnishings. Retailers 
who make the right choice won’t find 
themselves faced with inventory 
problems. 

Consumer tastes in fireplace fur- 
nishings are generally conservative. 
Traditionally styled accessories (like 
the kind grandma used to own) out- 
sell contemporary sets by a comfort- 
able four or five to one margin. Best 
bet is to learn the kind of fireplaces 
that are popular in your area and 
stock the equipment that harmonizes 
best with those fireplaces. 


Margins are good. Traditional depart- 
ment store markups are the rule 
rather than the exception in an in- 
dustry that has yet to see any real 
price competition. Department stores 
and specialty hearth shops have 
started to play the price football 
game, but so far it has only been 
played with the low-end leader mer- 
chandise. 

Foreign competition—European 
and Japanese—is a factor in fire- 
place furnishings but, so far, not an 


important one. According to manu- 
facturers and retailers, the Japanese 
haven’t caused much of a stir since 
they jumped into the market with 
low-end fireplace furnishings. The 
feeling is that the Japanese equip- 
ment doesn’t quite measure up to 
American standards. European wares 
are in the form of ultra-plush an- 
tiques accessories with astronomical 
price tags and offer little competi- 
tion. 


Prices generally are firm in the fire- 
place equipment business. This year 
prices should hold at about the same 
level as last year though there is a 
possibility they will turn slightly up- 
ward. Black and brass furnishings 
start at $19.95 retail and range up to 
$100 plus. The best selling black and 
brass units in 1960 were those that 
carried price tags in the neighbor- 
hood of $39.95. Brass furnishings 
start at $29.95 and step up to $150 
plus with those priced between $60 
and $70 the most popular. 


Co-operative advertising allowances are 
available from manufacturers, but 
their budgets aren’t too big. News- 
paper ads are best to promote fire- 
place furnishings. Ads needn’t be 
large but should stress that you are 
an expert and can help the customer 
choose what looks best with her new 
fireplace. 


Macy’s Shows ’Em 


The private label drive is on at 
Macy’s New York. 

Long an advocate of private brand 
merchandising, Macy’s last week 
assembled more than 30 items from 
its own-brand stock of housewares 
and displayed them prominently in 
its Herald Square housewares de- 
partment. 

Commenting on the store’s renewed 
efforts to gain private label recogni- 
tion, Daniel Chaucer, manager of 
Macy’s Bureau of Standards, told EM 
WEEK: 

“We’re increasing our emphasis on 
private brands this fall and we in- 
tend to make the Macy name stronger 
than ever in housewares. 

“There'll be more new products 
coming up in the near future,” Chau- 
cer added. 


Key to diagram of Macy’s own- 
brand display (right) follows. 
See cover for photo. 


1. Supre-Macy kitchen stool, $9.98, 2. 
Mayflower carpet sweeper, $9.99, 3. 
Supre-Macy vacuum cleaner, $79.95 
(with tools), 4. Supre-Macy 75-foot 
cord clothesline, $1.59, 5. Macy’s 
Associates 50-foot plastic clothesline, 
$1.29, 6. Supre-Macy ironing board 
pad & cover set, $2.99, 7. Supre-Macy 
ironing table, $6.99, 8. Supre-Macy 
detergent, 25 pounds for $5.99, 9. 
Supre-Macy hamper, $12.17, 10. May- 
flower bath scale, $4.98, 11. Supre- 


CORNING GLASS WORKS 
LIKED THIS WINDOW 
BEST OF ALL 


Greer Hardware Co., Salisbury, N.C., took 
first prize with this window exhibiting 
ovenware and range-top ware in the re- 
cent Corning Glass Works window display 
contest. 


A second window, also devoted to 
Corning products, displayed beverage 
makers and servers. 

The theme of the winning window was 
“Time To Buy Pyrex.” 


Century, Inc. 
In Production 


Century Aluminum, Inc., Bronx, 
N. Y. shipped its first electric house- 
wares last Friday. 

The new company (EM WEEK, 
May 15, p8), a subsidiary of Wear- 
Ever Aluminum, Inc., is using the 
manufacturing facilities it purchased 
from the now-defunct Century Prod- 
ucts Work, Inc. 

The first items off the line were 
a 15-cup aluminum percolator, model 
CM-600A, with a suggested retail 
price of $24.95, and a 15-cup chrome 
percolator, model CM-600CH, at 
$26.95. The company also is readying 
a spoutless coffeemaker, a round 
casserole, an immersible percolator 
and an urn for early fall. 

As for price maintenance, a com- 
pany spokesman said Century 
“would adhere to the general prac- 
tices of the traffic appliance field.” 

The company also has appointed 
five manufacturers’ representatives 
to handle the new line: 

Don R. Harris Associates, to cover 
the metropolitan New York area; 
Jerry Jacobs Sales Associates, Cam- 
bridge, Mass., to cover New Eng- 
land; Milton S. Paris, Chicago, to 
cover metropolitan Chicago and Mil- 
waukee; Weiner & Associates, Min- 
neapolis, to cover western Wiscon- 
sin, North and South Dakotas, Iowa 
and Nebraska, and Lawrence Elliot 
Co., Cleveland, to cover Ohio, Michi- 
gan, Indiana, western Pennsylvania 
and West Virginia. Century’s sales 
manager is James Van Wonterghem. 
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Macy bath scale, $5.89, 12. Supre- 
Macy sewing machine, zig-zag, $119.- 
95, 13. Supre-Macy paints, from 49 
cents (14 pint) to $7.49 (gallon), 14. 
Haverill roller and paint pan, $3.49, 
15. Supre-Macy paint bomb, $1.44, 
16. Mayflower coat hangers, 54 cents 
to $2.77, 17. Macy’s Associates face 
tissue, 23 cents, 18. Macy’s Associ- 
ates toilet paper, 17 cents, 19. Macy’s 
Associates paper towels, 24 cents and 
39 cents, 20. Supre-Macy cold water 
soap, $1.29, 21. Supre-Macy venetian 
blind cleaner, $1.09, 22. Supre-Macy 


cleanser, 14 cents, 23. Supre-Macy 
self-polishing floor wax, $2.99, 24. 
Stalwart self-polishing floor wax, 
$1.74, 25. Macy’s disinfectant, 59 
cents, 26. Macy’s ammonia, 23 cents, 
27. Macy’s bleach, 24 cents, 28. 
Supre-Macy toaster, $15.88, 29. Su- 
pre-Macy Ovenette, $8.88, 30. Supre- 
Macy cutlery set, $6.98, 31. Supre- 
Macy 7-piece stainless steel kitchen 
tool set, $8.94, 32. Supre-Macy step- 
on can, $8.64, 33. Supre-Macy bread 
box, $10.59, 34. Supre-Macy 4-piece 
canister set, $8.82. 


REPORTS ON 


See Pages 47-50 
For Other New Products 


OUSEWA ity SHOWCASE 


Percolator Gets Personal 


The Mirro-Matic, model M-0120, is 
equipped with a flavor selector that 
automatically provides a choice of 
mild, medium or strong coffee. The 
chrome-finished unit has a 10-cup ca- 
pacity and can brew as few as five 
cups. Features include a ready light 
and a removable screw-thread glass 
top that locks to the cover. 

Suggested retail price: $19.95. 

Mirro Aluminum Co., 1512 Wash- 
ington St., Manitowoc, Wis. 


Embavector Is Lightweight, Compact Heater 


This portable baseboard convection 
heater, measuring 9 inches by 21% 
inches deep, is available in two mod- 
els: No. 1036 (1,000 watts) weighs 
10 pounds and is 36 inches long; No. 
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1548 (1,450 watts) weighs 14 pounds 
and is 48 inches long. Prices: $34.95 
and $44.95, respectively. 

Embassy Industries, Inc., 890 
Stanley Ave., Brooklyn 8, N.Y. 


| HOUSEWARES 


ANOTHER BATTERY-POWERED MOWER WILL JOIN the 


growing cordless electric mower ranks next fall 
when Reo introduces its new 18-inch cordless 
rotary. Officials of Motor Wheel Corp., La 
Grange, Ind., told EM WEEK that the mower 
would retail in the neighborhood of $139 al- 
though an official price has yet to be announced. 
The unit is powered by a 12-volt battery that is 
said to give 1% to 2 hours mowing time on a 
single battery charge. A battery charger that’s 
standard equipment with each mower can be 
plugged into any electrical outlet. Normal re- 
charging time is 12 to 16 hours. 

Other manufacturers in the cordless mower 
business are West Point Lawn Products, Inc., 
Jacobsen Manufacturing Co., and the G. W. 
Davis Corp. bd 


JEWEL TEA 1S PROMOTING SUNBEAM STEAM IRONS 


in its 290 Chicago area stores. Jewel is offering 
Sunbeam’s SDA iron (regularly $17.95) at $9.96 
and an ironing pad and cover for $1.37 to shop- 
pers buying $10 worth of groceries. Sunbeam 
officials say the deal is limited to Chicago stores 
on a direct sales basis to test whether stores such 
as Jewel can sell more electrics. It might be 
extended to other areas if successful. * 


HAY FEVER SUFFERERS TAKE NOTE: Hammacher- 


Schlemmer, the fancy New York City house- 
wares emporium, has completely de-pollenized 
its premises as part of a month-long promotion 
of Hanovia’s new $225 air purifier. The unit 
was advertised in the “New York Times” and 
is being displayed in one of the store’s windows 
for the duration of the air purification push. 
This is the third year the store has promoted air 
purifiers this way. 


HOUSEWARES SALES WERE UP IN JUNE in department 


stores in six Federal Reserve districts according 
to the monthly Federal Reserve Board report on 
sales and stocks. San Francisco grabbed the lion’s 
share with a 7% increase over June of 1960. 
New York stores reported sales up 6%, Rich- 
mond and Philadelphia reported 4% gains, 
Cleveland reported a 2% increase and Chicago 
was up 1%. Dallas, Kansas City, Atlanta and 
Boston districts reported sales were down from 
2% to 9% in their districts. 


AN “APPLIANCE COOK BOOK’”’ in the September issue 


of “Better Homes & Gardens” magazine can 
serve housewares retailers as an extra sales tool. 
The 15-page section is complete with full-page, 
full-color photos showing electric appliances in 
use. 

Some of the appliances included are griddles, 
rotisseries, deep-fat fryers, electric frypans and 
blenders. The 69 recipes in the cook book are 
prepared with the featured appliances. © 
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EM WEEK 
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STRAIGHT FROM 
WASHINGTON 


CONSUMER PLANS TO BUY HOUSEHOLD DURABLES 


are down from a year ago. The latest survey of 
the Federal Reserve Board (in July) finds the 
public intends to buy fewer washing machines 
and refrigerators in the next six months hut 
slightly more television sets. Prospects for sales 
of radios and phonographic equipment also are 
up slightly, but sales of air conditioners, clothes 
dryers and dishwashers are expected to dip. 
However, most of the changes are minor. = 


THERE IS A BRIGHTER SIDE TO THE PICTURE, though. 


YOUR 


Administration economists find that the business 
pickup is moving faster than their brightest 
hopes. They now figure that the gross national 
product in the fourth quarter of this year will 
hit an annual rate of $540 billion. This is a siza- 
ble increase in their estimate of only a couple 
of weeks ago. For the first quarter of 1962, they 
foresee a possible $560 billion figure, which 
would be a $44-billion increase in a year. 

This means that the business situation is 
changing so rapidly—and for the better—that 
the Fed’s survey of consumer buying plans 
(above) may have been outdated even before it 
was published. An increase in the gross national 
product puts more money in the pockets of con- 
sumers and influences their buying. On the other 
side of the coin, administration economists ex- 
pect prices to increase by 1.5% or 2% by the 
second quarter of 1962—not enough to generate 
any antiinflation excitement. * 


STAKE IN THE NEW MINIMUM WAGE LAW is 
clarified in a 22-page booklet just published by 
the Labor Department. Many employees of re- 
tail and service establishments, previously ex- 
empt, are covered by the law for the first time 
starting Sept. 3. In general those newly covered 
work for establishments with an annual gross 
sales volume of $1 million or more and which buy 
at least $250,000 a year worth of goods that have 
moved across state lines. 

For those newly covered employees, the pay 
schedule is: Beginning Sept. 3, $1 an hour with 
no overtime; two years later, $1 an hour with 
overtime beginning at 44 hours; one year after 
that, $1.15 an hour with overtime after 42 
hours; and beginning Sept. 3, 1965, $1.25 an 
hour with overtime after 40 hours. Any regional 
or field office of Labor’s wage and hour division 
is prepared to answer questions. * 


AN INDICTMENT CHARGING LOAN-FRAUD OPERATIONS 


has been returned against 12 men by a federal 
grand jury in Denver. For an advance fee, the 
defendants allegedly offered to get loans for 
small businessmen which they could not arrange 
locally. Only a few such loans, says the indict- 
ment, were negotiated. Moral: If you need a 
loan, stick with your banker. * 


Here’s How Your Deal 


Works At Ravenswood 


Long margins, price protection, 
special features and careful pricing 
are the weapons Ravenswood is us- 
ing to crack the stereo hi-fi and 
television business. 

Here’s the way Leon Knize, presi- 
dent of parent Annapolis Electro- 
acoustic Corp., sums up its Ravens- 
wood division’s strategy: 


Margins: 40% is a full margin in 
Knize’s book. “Less than that is a 
compromise,” he _ said. So Knize 
wants to give the dealer a variety 
of full margin products and will fol- 
low up the television, portable phon- 
os, stereo console and component 
lines with a selection of radios this 
fall. There’ll be cooperative advertis- 
ing money for the dealer, too, and 
some national advertising starting 
in late September. 


Price protection: Ravenswood is of- 
fering an exclusive product to a 
selected group of dealers with this 
broad margin. “We want a limited 
number of. dealers,” Knize_ ex- 
plained, “and we intend to protect 
him. We will go through all the 
forms to get price protection. But 
we feel that the intent is even more 
important. The ultimate goal is to 
turn out a line that will have the 
most profitable discount structure 
on the dealer’s floor. 


Careful pricing: “Our plan was put 
together as a result of a market con- 
dition,” he explained. Knize feels 
the quality volume in the stereo con- 
sole business cuts off after you pass 
a suggested list of $500. 

And so Ravenswood has six units 
with suggested lists under $500. “We 
have to be more attractive as a new 
company,” Knize said, “and supply 
an obvious buy. So we have care- 
fully priced our line. 

“But we’re not telling dealers to 
use our line to take sales away from 


any other line. We’re not saying take 
us instead of Pilot, Ampex or Fish- 
er. We want the dealer to use our 
product to lock in sales when he 
feels his prospect is going to walk.” 


Special features: “This is an imita- 
tive business,” explained Knize. 
“There’s an interchangeability of 
products, except for details of con- 
struction. And gimmicks—such as 
three-channel sound—are used to 
sell an entire system. 

“Tf you took products.from six or 
seven manufacturers, took the name- 
plates off and showed the cabinets, 
a consumer would have a hard time 
putting the correct nameplates on 
the right merchandise. So, the prac- 
tice is to sell exclusive names. And 
today names take on a_ secondary 
importance in many cases because 
you can get out and get a similar 
product. 

“So we want to give obvious bene- 
fits.” One of Knizes’ ideas: 42 inch- 
es of record storage space. “Then 
the dealer has something to lock in 
his sale. 

“Not the name but the features 
in our line can be used to sell,” he 
summed up. 

Knize figures today’s business is 
divided between dealers who expect 
to give a discount—‘at this place 
the price is right’”—and a smaller 
group, who discount only when forc- 
ed to or don’t discount at all. It’s 
this latter group Knize wants for 
Ravenswood. He divides them into 
three basic categories: 


Music stores, first and foremost. 


Department stores, comparatively 
few. 


Others—appliance dealers and record 
stores. 

The early sales results, Knize re- 
ports, are double his expectations. 


Will The 1960s See 
A Boom In Appliances? 


Will the mid-year upturn in ap- 
pliances sales peter out? That’s a 
key, and a touchy question right 
now. But there are strong indica- 
tions that the rising sales of the last 
two months may only be the begin- 
ning of a boom that will hit its 
crest in the mid-60s. 


Focal point for optimism is a set of 
figures recently released by the De- 
partment of Agriculture. Census ex- 
perts, working in the field, have come 
up with estimates of life expectancy 
for several major appliances. EM 
WEEK matched these figures against 
sales in peak years to see how the 
replacement market will affect fu- 
ture selling. 


Electric refrigerators showed clearest 
indications of getting a shot in the 
arm over the next few years. De- 
partment of Agriculture figures 
show a life expectancy of 16 years. 
Peak year for refrigerator sales was 
1950, with a record 6,200,000 units 
shipped. There was an earlier peak 
in 1948, too, that hit 4,766,000 units. 
These were the years returning 


veterans were setting up housekeep- 
ing. 

There’s every reason to believe 
that, as these units are replaced, 
sales in 1965-66 should hit 4.6 to 
4.8 million units, on the domestic 
market alone. 


Here’s proof from other quarters: In 
1947 and 1948 births hit a record 
high. Over 3.7 million boys and 3.5 
million girls swelled the population. 
Everything points to a marriage 
boom starting in the mid 60s. 

Add on such key facts as the stead- 
ily climbing figures for housing 
starts and the picture becomes even 
clearer. Wired homes have been in- 
creasing by almost 1,200,000 yearly. 

Even in bad years, refrigerator 
sales have done no worse than 3,500,- 
000 (1960) and 3,200,000 . (1958). 
Combine the prospects for replace- 
ment sales with a rocketing popula- 
tion (some say the country may to- 
tal 199 million by the mid-60s), the 
increase in wired homes (the middle 
of the decade should see 57 million) 
and you have every sign of an ap- 
pliance boom. 


ELECTRICAL MERCHANDISING WEEK 


4 
j 
| 
| 
4 
{ 
i 
i 


Unbelievable Console Performance in a 
Tasteful Certified Quality Consolette Meets 
the Space Requirement in Any Room Setting. 


Here is the ideal stereo instrument for quick, easy 
profit! Now you can sell big sound performance in 
a compact (24” x 2814” x 15”) unit. A graceful touch 
of contemporary styling lends complete compati- 
bility with any room decor. Two matched 6” 
speakers, Dual-Channel Amplifier. V-M ‘Stere-O- 
Matic’® 4-Speed Automatic Record Changer with 
Automatic Manual-Play Function. Finger-tip 
Controls. Cherry or Mahogany finished Genuine 
Fine Hardwood Cabinetry. Display, demonstrate, 


profit with V-M Model 804! $ 129°9>* 


V-M Complete Portable Component System 
that’s Unique, Arrangeable, Adaptable 
for Customized Stereo 
in the Home, the Patio or at Poolside. 


Arrangements are limitless with this unique musi- 
cal companion! A demonstration will close the 
sale! Detachable speakers can be placed on end 
tables or in bookcases; the changer may even be 
put out of sight! Ideal inside or outside! 4 Power- 
ful Speakers—2 in each detachable section. V-M 
‘Stere-O-Matic’® 4-Speed Automatic Record 
Changer with Automatic Manual-Play Function. 
Gray or Metallic Beige. Demonstrate it and you'll 


sell it! V-M Model 307 b 1 29 95* 
List 


*Slightly Higher West 


CALL YOUR V-M DISTRIBUTOR—TODAY! 


Remember, with V-M see 
“Reliability Is Our Responsibility” 


V-M CORPORATION +» BENTON HARBOR, MICHIGAN + KNOWN FOR THE FINEST IN RECORD CI IANGERS, PHONOGRAPHS AND TAPE RECORDERS 
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YOUR personal BUSINESS 


Dividends you receive on your insurance are not taxable. Because they 
are partial returns of your premium payments, you pay no tax on them 
even if you take the dividends in cash. But it's a good idea to use the 
dividends to reduce your current premium payment. Or, if you choose, 
you can use the dividends to purchase additional insurance without 
going through further medical examination. By doing this, you also 
avoid tax on the cash value increases due to the paid-up additions. 
On death, the proceeds of the addition go to the insurance benefi- 
ciaries without tax. 


AA A 


To stop or not to stop—that is the guestion which has probably oc- 
curred to you a number of times upon being confronted with a "Yield 
Right of Way" sign. "Yield" signs are not as incisive as the bright 
red or yellow octagons which dictate "Stop" as you approach danger- 
ous intersections. The procedure at a "Stop" sign is obvious—come 
to a complete halt and wait to proceed safely, or run the risk of 
ending up entangled in a twisted mass of metal. But what should you 
do at a "Yield" sign: Stop? Slow down and pause politely? Or, first 
chance you get, dart into traffic? 

e If safety precautions demand it, you must bring your car to a halt 
at a clearly marked stop line. This is necessary when proceeding 
would involve crippling a pedestrian or following a collision course 
with approaching vehicles. If there is no stop line, you must halt 
before entering a crosswalk or, if no crosswalk, at a point where you 
have a clear view of approaching traffic without being an obstacle in 
its path. 

need to stop. But you must at least slow down. If a policeman sees 
you streak past a "Yield" sign and through the intersection at more 
than 15 m.p.h., he'll have you by the neck demanding to know where 
you think you were going. AS you shrug your shoulders and hand over 
your license and registration, you'll find that "Yield" signs are not 
to be taken lightly—except in reference to having your foot on the 
accelerator. 

Yield the right-of-way by stopping when safety requires you to do 
so. At other times, slow down to 15 m.p.h. and proceed only when 
you're sure you can do so without causing other drivers to slam on 
their brakes or go careening off in another direction to avoid you. 


AAA 


Are bugs, the garden bugaboo, bugging you? You can sound the death 
knell for most of them with sprays, powders and poisons. But, when 
you do, be careful—you too can suffer from the effects of bug sprays. 
Here are some safety tips on the use of insecticides: 


safety precautions have been spelled out by the manufacturer, and 
he knows what he's talking about. If the directions call for rubber 
gloves, protective clothing or goggles, you can bet the insecticide 
was made for use by an expert; and, as a layman among plants, you 
best leave it alone or you may lay waste more than just the insects. 
e Cover bird baths, dog dishes and fish pools before spraying. And 
when you spray, apply downwind to avoid inhaling it. Don't smoke while 
spraying or dusting. When it comes to insecticides it's what's up 
front that counts—and that may be a chemical which is inflammable. 
@ Store the insecticide in its original container in a safe, locked 
compartment, away from children and pets. Be sure it is clearly la- 
beled. Don't leave it around in pans or pails, and stay out of freshly 
sprayed areas. 


Happy Thought Dept.: Military experts claim that a 100-megaton bomb 
such as Khrushchev is talking about—one with a wallop equal to 100 
million tons of TNT—would be too big to be efficient. 


“Ask not what the store can do for you, Hurley—rather, what can 
you do for the store...” 


T. O. Or Not 
T. O. Is The 
Question 


“T have just had a most harrowing experience,” 
a friend tells me, “I go into a store just to look 
at a refrigerator. I have no intention to buy yet. 
All I do is ask a salesman a question. Before I 
know it, he is giving me a pitch, but when he sees 
he cannot sell me, he calls over another. This guy 
also goes to work on me; then suddenly the man- 
ager is in the act trying to sell me a box when all 
I want is some information. Believe me, it is 
quite a grueling session before I get out.” 

“Why kick?’ I rejoin. “At least, the show is 
free of charge.” 

“That is what you say,” he replies. “How can 
I walk out without placing an order after the 
manager himself gives me his personal attention? 
So I bought a box.” 

This illustrates neatly that the system of T. 
O.ing can be quite effective. In the first place, it 
wrings the maximum from a customer. Sometimes 
a potential buyer does not leave until everyone 
has had a crack at him. Being outnumbered, the 
customer knows when he is licked, the odds are, 
and leaves the order. 


Sometimes, however, a customer is not properly 
qualified before he is Turned Over and much time 
is wasted. I heard of one situation where a chap 
walked into a store, said, “I want to see a refrig- 
erator .. .” was immediately pounced on and 
delivered a pitch. He barely opened his mouth to 
say “but” when the salesman passed him along 
to the manager. The manager was interrupted 
by the fellow who opened up his attaché case, 
produced a revolver and demanded the day’s 
receipts. 

The T. O. works most successfully when the 
salesman turns over the customer with a high 
enough quote for the next man to work on. The 
customer finds it very hard to resist a better 
offer—especially if it is the manager himself to 
whom he is delivered. 

Even the shopper with the most stony heart 
swells with satisfaction when he realizes that he 
is bypassing a mere salesman and receiving his 
deal from the head of the store. The manager 
then is able to switch the customer to another 
item at a better price. 


However, when the T. O. is made at a low price and 
the customer cannot be switched, complications 
result. I know of one boss afraid to quote a decent 
price to a customer. He thought they all were 
shoppers. He would give a low, low quote, then 
turn the customer over to his star salesman. This 
ace deeply resented being tied up with pests and 
winding up with deals where the commission was 
small when he might have been handling legiti- 
mate customers his own way. 

One night when the store was filled with real 
buyers, the boss turns over a very persistent 
price shopper to his star with a really ridiculous 
quote. 

My pal, anxious to get in on a big night, went 
right to the heart of the matter. He took the 
shopper downstairs, backed him into a dark cor- 
ner, and said, “Now, I don’t care what price he 
gave you—I’m not selling you the set at that 
price!” Then my salesman friend, who is over 
6 feet tall and scales 210, wagged his finger men- 
acingly at the chiseler. “And I can back up what 
I say.” 

The shopper hurriedly fled and the salesman, 
having at last solved the problem of the low 
T. O., went back to making money with a song 
in his heart. 


ABOUT THE AUTHOR—F or reasons which will be- 
come obvious as you read this column, the author 
does not wish to be identified. He is, however, 
exactly what he claims to be—a hard-working 
retail salesman who has problems (and solutions) 
which he shares here with you. 
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. . . is your business, appliance-TV- 
housewares dealers, but. where is it 
heading in the United States? For 
an answer to this question, don’t 
miss the depth study of retailing of 
the future that begins Sept. 11 in 
EM WEEK. 
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CONTINUED FROM PAGE 3 

Butte’s mines has cut average sales 
volume by 33144%. Trying to survive 
in the absence of volume trade is a 
battle.” His prices were lower, but 
a June “factory to you” promotion 
brought good results. 


FAR WEST . . . SEATTLE, WASH.— 
After a number of false alarms, 
Seattle dealers were beginning to 
convince themselves that color TV is 
about ready to ring up a few sales. 

Tom Carmichael, whose Burns & 
Carmichael Home Appliances is at 
the approach to one of Seattle’s best 
residential districts, is using his 
reader board to soften up passers-by. 


“Color TV—eventually, why not 
now?” proclaims the sign. The store, 
handling Magnavox and RCA; ‘has 
sold only three color sets in the last 
few months but expects to sell an- 
other 15 before the year is over. 
Carmichael’s theory is that potential 
buyers have been waiting for prices 
to come down, but finally have de- 
cided they won’t. B&W volume in 
August was about the same as the 
previous month and a year ago, but 
the total for the year-to-date has run 
20% ahead of a year ago. 

Across Lake Washington in Belle- 
vue, where the per capita income is 
well above average, Lib Tufaralo of 
Lib’s Electric was even more color- 
conscious. He displays color sets in 
a separate music room, where he can 
control the lighting, and is very care- 
ful the units are “set up properly.” 
Tufaralo sold three sets last month, 


and expected to sell a lot for this fall. 

July and August were good months 
“across the board” for Lib’s Elec- 
tric, with sales up about 20% above 
a year ago. Stereo was an exception, 
lagging in July but picking up in 
August. 

Even dealers whose current vol- 
ume has been below last year were 
optimistic about the near future. 
Ken Lindsay of Holert’s Television 
& Appliance (G-E, Motorola), whose 
first two weeks in August were down 
a few points from last year, re- 
ported sales “picking up a little bit 
each month.” Dan Zuber, appliance 
manager of Frederick & Nelson’s 
downtown department store, said 
August was only even with last year, 
but expected September and October 
to be good months. He said that the 
new Ling-Temco dishwasher will be 
a sales leader. 


Find Us Fast 
In The 


Yellow Pages 


This emblem wants to work for you 


Whenever people see this famous emblem, 
they're reminded to ‘find it fast’ in the Yellow 
Pages. And when you associate your business 
... your name... with this emblem, you’re 
reminding prospects to find you in the Yellow 
Pages when they’re ready to buy. So—if you’re 
advertising in the Yellow Pages now, it’s just 


good sense to display this emblem in your 
other advertising, on your business vehicles, 
at your place of business. And if you aren’t 
advertising in the Yellow Pages yet, it’s high 
time you did. Call the Yellow Pages man at 
your Bell Telephone Business Office for details 
on how you can put this emblem to work. 
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MATSUSHITA 


OFFER YOUR CUSTOMERS JUST SLICE. 


Category II 


SERVE THE ENTIRE PANASONIC PIE! 


NOW BUILD THE PANASONIC INVENTORY THAT MOVES 
FAST WHEN FALL AND CHRISTMAS BUYING BEGINS. 


Check this typical fall-Christmas PANASONIC Product- 
Mix. Order and stock each of the 4 product categories in 
depth* to realize your biggest Fall and Christmas business, 
and your best profits, too: 


*percentage given is PANASONIC’S projected national 
average. For best sales results, adjust each category to your 
own local conditions. 


Category I 


Pocket Portables 


“Portalarm™ 1-92 — 7- 
Jewel Watch Alarm Radio 
7-13 — Tiny Pocket 
Portable With Big Set 


$24.95 


DT 495 — Cordless Table Totabie 
With Amazing Tonal Quality 
$34.95 


T.7—Timy Miniatyre of 1-59—Pocket Portable 

Highest Performance Provides Remarkable 
$29.95 Clarity and Fidelity 

$39.95 


e With the PANASONIC line, stocked in depth, you sat- 
isfy your customers’ needs, cater to every gift-giving impulse. 
¢ Except at price extremes—the very bottom and very top— 
PANASONIC has the model and price to give your cus- 
tomers the radios they want to buy. 

¢ You make more profit per sale) PANASONIC prices 
are realistic to move merchandise in quantity, protected to 
guarantee your margin. 

¢ Further, with limited number of selected quality dealers 
in each market—sold directly—you get a bigger share of 
the fast-growing PANASONIC business. 


Category ITI 


LM/AM Table Models 


748 — AM/FM Table Radio That 
Gives Big, Gloriously Clear Sound 


$39.95 


782—High Fidelity AM/FM Set In 
Lovely Wood Cabinet 


720 — AM/FM Clock-Radio That 


$69.95 Gives Marvelous Reception $49.95 


Outstanding Power and Excep- 
tional Sensitivity 


T-22M T-22U $54.95 


Stum-Line Set Provides Dynamic Performance 


Most Extraordinary 3-Band Transistor Set Cordiess Table Totabie Provides Console Like 
T-41M T-41U $4995 


Pertormance 
$74.95 T-70mM 1-70U $59.95 


Portables. 2 Hi-Fi Speakers 


1-35 — The Ultimate in FM/AM 
$99.95 


T-30—Amazing, Ultra 
Powerful FM/AM Set 


$79.95 


"MATSUSHITA 


Electric Corporation of America 
41 East 42nd Street, New York 17,N. Y 
Telephone MUrray Hill 2.6244 


Prices shghtly higher in Canada 
Complete stock on West Coast. 
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Your Potential Market: 


In a year of ups and downs, one thing is certain 
— it’s going to be a big year for radios. Even big- 
ger than last year’s record 10,705,128 sets sold. 
Industry experts are looking for 12 million Amer- 
icans to buy radios in 1961. 

The signs are good. Retail sales were up 30% 
in May and 13.2% for the first half of 1961, com- 
pared to same periods last year. 

It also looks as if the industry is learning to 
fight the Japanese for a better place in the port- 
able business. We have them to thank for waking | 
us up to that market which now accounts for near- | 
ly 50% of the total radio business. 

Developments like FM stereo and citizen’s band 
are opening up even newer areas for sales. A 
proportionate rise in boating as a pastime is one | 
example of a ripening market — in this case, for | 
marine band sets. | 

You can get a piece of these markets and make 
some real money doing it. Radio isn’t just the im- 
pulse item it’s reputed to be. Nor is it only a | 
come-on or a traffic builder, although it’s all too 
frequently used that way. To get big returns, you 
have to use salesmanship.Let’s start with basics. 

There are three general categories of radios: 
table models, clocks and portables (further broken 


Average Prices First Five 
Months of 1961 Factory 
Shipments of Distributors 


_ 1960 and First Quarter of 1961 


Percent Mix 
Of Total Industry 


Sales To Dealers; Personal 


down into miniatures, personals, full size and 
multiple band). Prices range from under $10 to és 1960 
over $175. But it’s the low end that moves, as you . 
can see from the chart at left. 
Slowly, however, as the emphasis shifts from . 20 
price to quality as it seems to be doing, the bigger : 
profit items will start to sell. 
Even so, with some dealers today making only 
a $10 bill on big-ticket items like refrigerators or 
washers, it stands to reason that the same profit 
on an item that sells for $50 (like a middle-of-the- 
line AM-F'M set) makes radio a better investment 
value. 
You can see from the chart above the percent- 
age of sales that each category accounts for. 
This doesn’t mean that your own personal mix 
must break down in the same way. Obviously 
averages are misleading and the peculiarities of 
your area must dictate how you buy. 
Radios are a heavy fourth quarter item (Christ- 
mas gifts) but there is enough business left over 
throughout the year to make it worth your while 
stocking and selling them all year long. 
The way dealers bought each quarter last year 
is outlined in the chart-at right. 
As you can see, radio can be sold all year. 


Seasonal Sales to Dealers: 
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How To Display And Demonstrate 


The first essential is to have a complete selec- 
tion. Not necessarily of one brand but of all three 
types of radio. Certain manufacturers are better 
known for a particular type of radio than others. 
It’s up to you to choose each type. 

It’s imperative to have step-up models in each 
category to sell up or down from. Even the im- 
pulse buyer will be more likely to buy if he has a 
complete selection to choose from. 

In the low end, it’s styling and color that sells 
not features. In the high end, it’s features and 
performance. But in both cases, a thorough 
knowledge of product is necessary. 

Dealer associations are being formed through- 
out the country to meet the purchasing power of 
the large discount houses. But there are some 
drawbacks to this method. Usually, a weak sister 
in the group can hurt the others. Or one dealer 
with bad credit. The common warehouse takes 
some real effort to make it run smoothly. 


Distributors are of two minds in dealing with 
associations. Some will do anything to get that 
large order of 300 pieces but others refuse to 
have anything to do with associations even though 
they may serve individual dealers within the 
group. It’s best therefore that you really know 
and trust the other dealers with whom you might 
form such a group. 


Distributors of the various major brands usual- 
ly have their new radio line showing in the sum- 
mer at the same time they show their other con- 
sumer electronics. If you can possibly spare the 
time, it’s best to look at as many brands as pos- 
sible to get the best models in each category. 

You can place your order then for 25 or 50 
pieces and reorder during the year as necessary 
or order your entire year’s inventory and delay 
shipment until the appropriate time. 

Usually, distributors will offer a package deal 
for, say, 100 pieces with the emphasis on hot 
items. Make sure the savings can actually be ap- 
plied to the slower moving units in the mix. 


In ordering, consider these factors: 

Variety of eye-catching color, especially in the 
low end. 

Clearly distinguishable step-up points either 
in terms of styling (brushed metal pieces, metal 
knobs, bigger clock faces, finished backs, vernier 
tuning) or performance (number of speakers, 
tubes, transistors, quality of tone). It’s obvious 
that the consumer must see some logical reason 
for buying a higher priced set. 

Buy enough to have a good inventory on hand. 
The consumer won’t wait for you to order the one 
he wants. 

Buy a complete selection with as little over- 


lapping between brands as possible. It’s very dif- 
ficult to switch a customer from one name brand 
to another brand when you have been selling hard 
on the first one. 


Proper display is the most important factor, if you 
decide to go ahead and really sell radios. If you 
just lump them together helter-skelter on some 
sort of stand and expect the customer to find what 
he wants, you’re defeated before you start. 

The key is to departmentalize with each cate- 
gory together and logical step-ups right next to 
each other. Use color to differentiate between 
them, too. Separate brands wherever possible. You 
might put a sign listing each brand available on 
each display stand. 

Prominently display the top of the line so that 
if a customer bites you can sell him or sell down 
from that model. The same concept that auto 
salesmen use to direct customers to the middle- 
of-the-line (neither the super-duper nor the strip- 
per) applies here. You can stress that the middle- 
of-the-line has all and only the necessary features 
and styling. 

Make color work for you. Inquire where the set 
is going in the home and sell contrasting or match- 
ing colors. You might even use color as a basis for 
selling a higher-priced model. 

Make sure your salesmen know how to operate 
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Wor THIS... 


all of your clock radios. Nothing is quite so em- 
barrassing as watching a salesman push a unit 
very hard and then not know how to work it. 


Placement of the display should run like this, where 
possible: 

Heavy traffic or center-city stores should have 
an aisle display which is orderly and attractive. 
Some system should be obvious to the consumer. 

Installment sale stores should have a wall or 
aisle display near the payment counter. The sale 
of a small-ticket item can keep your accounts 
from dying. 

Normal appliance stores should have a wall dis- 
play which customers can see as soon as they 
enter the door. Again, an attractive and orderly 
display does as much to put the impulse in the 
customers mind as consistent promotion. 


The problem of pilferage is always there. It 
applies particularly to the small transistor models 
since they must be felt and handled to really sell. 
But there’s always some swiftie with a big bag 
wno’ll grab any set if he can get away with it. 

Most dealers meet the problem with small 
chains linked through the back of each radio and 
hooked to a central point on the display. But wire 
cutters seem to easily overcome that precaution. 

One ingenious manufacturer has a large dis- 
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play stand for his complete line that has an alarm 
bell in the center. Small wires connected to the bell 
are looped through the back of each radio. If the 
wire is cut or broken in any way it sounds like a 
prison break. The plug is screwed into the outlet 
so it can’t be kicked out and a header light on top 
of the display shows when the system is con- 
nected. Since the display is an expensive one, most 
of the distributors of that line loan it to dealers 
for an indefinite time. 

Another dealer with a large volume store has 
a tape recorder which plays a variety of recorded 
announcements over the loudspeaker at 10 or 15 
minute intervals. All of them mention the words 
“store detective.” It’s certainly cheaper than hir- 
ing a man and has proved reasonably effective for 
this dealer. 

Keep a transistor radio playing music softly all 
the time and make sure the batteries in others are 
fresh. Rather than attacking the ears of your cus- 
tomers with the noise that passes for music these 
days, a subtle pleasant sound is more likely to 
catch their attention. 

You might try putting an old radio near one of 
the FM sets in your display. The difference in 
sound between AM and FM is noticeable even to 
the dullest prospect. Don’t use one of your new 
AM models for obvious reasons. Be sure your 
salesmen know how to demonstrate FM. 
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How To Advertise And Promote 


These days, the high-end AM-FM or FM-only 
sets are furniture which is universal enough to go 
with decor and other electronic components. 

As to selling FM-stereo, there are no hard and 
fast rules. Some manufacturers are coming out 
with a complete set, others are saying, “Ours can 


be converted easily when the time comes.” If FM 
is big in your area and it seems likely that the 
station or stations will build another transmitter 
within a year, probably it’s best to have a high-end 
complete model displayed. 

The service business from transistors is a new 
area that you can make money in. The fear that 
bringing a soldering iron anywhere near a tran- 
sistor will burn it out is unfounded. They’re not 
so delicate as most people think and servicing 
them is no more difficult than the other types. 


You can use civil defense as a tie-in for selling 
a block of transistor portables. Some states have 
programs which require all schools to have one 
stand-by radio for every eight classrooms and 
that all places of business or factories have one 
for every 500 employees. 

The reason transistor portables are so right as 
standby radios in case of an emergency is that 
they have a very long life, are small and sturdy. 
The small sets with 4 pen-light batteries, which 
are played an average of two or three hours a day 
at normal volume (battery life is diminished by 
an increase in volume) last anywhere from three 
to six months. The larger sets with D cells will 
last up to a year. It’s actually cheaper to run a 
portable on a D-cell than a comparable plug-in set. 


Citizens band is another upcoming market. It’s 
described by the FCC as “a communications tool 
for the professional man... the small businessman 
and the private citizen.” It’s definitely not a toy. 

Two types of units are available: 100-milliwatt 
which runs from $40 to $125 and 5-watt which 
runs from $50 to $200. The first is a small trans- 


ceiver, the second requires a base station set with 
antenna and a mobile unit. 

The market looks like this: In mid-May, the 
FCC issued its 200,000th license for 5-watt equip- 
ment and is now receiving applications at the rate 
of 10,000 to 12,000 a month. Estimates on the sale 
of 100-milliwatt units run into the millions. 

The high-end is usually handled through dis- 
tributors but the low-end is sold direct because of 
the lower profit margin. 

You can sell the 100-milliwatt walkie-talkie to 
outdoor sportsmen, construction companies, utility 
companies, farmers and TV repairmen. 

You can sell the 5-watt units to doctors, depart- 
ment stores, dairies, laundries, garages, any type 
of business which uses trucks — plus home owners. 

Demonstrations are first on the how-to-sell list 
for both types of units. The hand-held sets can be 
shown in the store. Just give the customer one, 
hold one yourself and walk out to call him. You’ll 
find that most people are delighted at the idea of 
transmitting the sound of their own voices. 

The 5-watt sets require more specialized sell- 
ing. You’ll need one mounted in a car to show 
mobile applications. 

At the present time, most sets are sent back to 
the factory if they need repairs. But the manu- 
facturers say that any qualified TV repair man 
can learn to handle the servicing. 


The most important thing to remember in pro- 
moting your stock is to push one radio and not 
radios in general. Not as a traffic builder but as a 
good value of high quality. 

Promote each set with a tie-in with which local 
consumers can identify. 

One dealer in the Midwest uses the tornado 
season to promote portables, saying that “when 
the power goes off, you’ll need something to cheer 
you up and keep you informed of the latest 
weather conditions.”’ The power failure angle can 
be used in many parts of the country. 


Any national gift day or time is the ideal time 
to promote: Valentine’s day, Mother’s day, 
Father’s day and June graduations. Especially 
Mother’s Day. Next to Christmas, it has become 
the single biggest selling event in the year. Prob- 
ably the best item to promote at that time is a 
clock radio to go in the kitchen. 


The biggest and most successful dealers pro- 
mote consistently. If you can’t afford a half-page 
newspaper ad, take out a small one in the same 
general location every week or every day or two. 
Make it your corner. And make the ads make 
sense — give a simple reason why the consumer 
should buy the particular radio you’re selling. 
Don’t give a lot of reasons and certainly avoid 
exaggerated claims. If your ad is simple and di- 
rect, it’ll probably stand out like a sore thumb in 
the rest of the borax. 

Use radio to promote radio. You can probably 
make a deal with your local station and come up 
with a contest that will satisfy both of you. 

One manufacturer ran a contest in 300 markets 
that was extremely successful. It was called “radio 
reaches everywhere.” Dealers and stations gave 
radios to the listeners who came up with the most 
unusual locations in which they were listening to 
the radio when the contest was announced. The 
answers ran all the way from maternity delivery 
rooms to diving bells. 

Both parties were satisfied with the results, 
the dealers because they got their name in front 
of the public frequently (and sales rose) and the 
stations because they got real ammunition to per- 
suade advertisers that people were listening. 

The most successful medium for radio, how- 
ever, is direct mail. For smaller dealers who can’t 
afford even small newspaper ads, direct mail 
brings in the best returns for the money spent. 
There are concerns which handle all the essentials 
of printing the hand-outs and compiling the lists. 
Costs run about $27 to $40 a thousand. 
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FALL 


Men are your best market in this 
season of vigorous activity. 
Labor Day—Sept. 4: It’s the tradi- 


tional close of summer and most 
people are back in a buying mood. 
Close out back-to-school promotions 
with a big special sale. Card- 
carrying union members get deals. 
First Day of Fall—Sept. 23: Peg your 
pitch this way: A portable radio will 
add extra enjoyment to football 
games, sports car rallies, hikes and 
other masculine activities. 

Let’s - Go - Hunting - Month — October: 
Tell a hunter that a portable will 
keep him abreast of the civilized 
world when he’s out in the wilder- 
ness. Push safety with citizens’ band 
tranceivers: They could help him lo- 
cate a buddy or signal distress. 
National Downtown Week—Oct. 22-28: 
Go after the commuting business- 
man. He can listen to a portable on 
the way to work for enjoyment or 
for market and stock reports. He 
should have a table or a clock model 
on his office desk to keep him in- 
formed all day at a click of the dial. 
And for his suburban home, he 
needs an FM-stereo set to give him 
the kind of quality reproduction of 
music which he will demand. 

World Series: Your customers can’t 
get to the ball park for every game, 
so bring the action to them with any 
kind of a radio. A pocket transistor 
goes wherever your prospect goes. 
Won’t miss a second of action. 
Veterans’ Day—Nov. 11: Stress the 
news value of “international radio.” 


WINTER 


This is your biggest season. You 
shouid push for top-of-line sales. 
Thanksgiving—Nov. 23:.This is now 
the start of the Christmas selling 
season. Radios are the perfect gift 
for each member of the family. For 
the youngsters, inexpensive pocket 
portables are just the thing. Sturdy 
plastic cases on many models take 
plenty of punishment, make them 
safe for junior. For teenagers, pro- 
mote larger high-quality portables 
with enough power to pull in good 
reception wherever they may wan- 
der — ski trips, hayrides, beach 
parties — all year ’round. For the 
college student: A clock radio to 
wake him up in time for classes. For 
mother, a clock radio with appliance 
outlets and timer will help her and 
keep her company. And for the whole 
family, clock radios in every bed- 
room plus an FM-stereo set in the 
living room. For the man who has 
everything: A marine band or air- 
ways weather band set for his plane 
or yacht. 

First Day Of Winter—21 Dec.: Time to 
hit the panic buyers for last minute 
gifts. Try a pre-Christmas sale. 
Plan post-Christmas sale. For New 
Years’ Day Bowl games, a portable 
goes along or a table radio at home 
lets you listen in bed as you recover 
from the night before. 

Valentine’s Day—Feb. 14: Gifts are 
becoming as appropriate as cards. 
Push budget models, new colors. 
National Electric Week—Feb. 11-17: 
Tie in with national promotions. 


SPRING 


Although this will most likely be 
your poorest season for radio, it is 
loaded with special promotion dates. 
Here are some of them: 

Mardi Gras—Mar. 6: Traditional in 
New Orleans and now spreading to 
other parts of the nation, this festi- 
val welcoming spring should suggest 
many colorful display and promo- 
tion ideas to use in your market 
area. Check the 1962 Radio Speci- 
fications in this issue to select 
models with colorful modern cases. 
St. Patrick’s Day—Mar. 17: This big 
day for the Irish can be big for you 
if you offer a special trade-in sale 
and decorate your store. 

National Salesman’s Week: Planned 
for sometime in March; date not set 
definitely yet. Watch for special an- 
nouncements. Turn your store over 
to your staff; plan event around 
“The Boss Is Away! See us (names 
of your salesmen) for special deals 
before he comes back on (date).” 
Hold a quota contest for your staff. 
All Fools’ Day—Apr. 1: Advertise your 
leaders at cost, no money down, no 
payment till May: “No April Fool- 
in’, No Joke, These One-Day-Only 
Deals Are For Real!” 

Easter—Apr. 22: Have Flowers for 
the ladies who stop in for a special 
demo on FM-stereo sets. 

National Radio Month—May: Tie in 
with national promotion programs. 
Mother’s Day — May 13: Next to 
Christmas, this is biggest gift 
giving time. Promote heavily. Push 
high-end. Clock models for kitchens. 


SUMMER 


Portables. Portables. Portables. If 
you can’t sell them during these 
months, you’ll never sell them. 
Portable Radio Month—June: Camp- 
ers and vacationers like to get away 
from it all, but they still want to 
keep in touch. Portable radio bridges 
the gap. It goes anywhere and plays 
anywhere — sand, sun and shower. 
Use illustrations of vacation themes 
in your ads. Feature radio subtly in 
a summer setting. Keep copy short; 
tell about long-range power. 
Wedding Month—June: From custom 
crafted FM-stereo to economy port- 
ables, sell radio for handsome wed- 
ding gifts. Promote clock. radios 
with small appliance outlets in your 
housewares department area. 
National Picnic Month—July: What’s 
a picnic without music? Display 
portable radios with picnic ware 
and outdoor equipment. 

National Safe Boating Week—July 2-8: 
Move your short wave and marine 
band sets this week. Boaters want 
weather information, special broad- 
casts and a lightweight, sturdy bat- 
tery radio to receive them. Offer 
free batteries and free replacement 
bulbs for running lights. 
Independence Day—July 4: Feature 
radios in your traditional sale. 
August: Last chance to clear out 
your stock before your distributor 
comes knocking with the new lines. 
Back-to-school specials will help. 
Portables and clock models will sell. 
Don’t forget to sell at your state and 
county fairs. 
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Kn OW Yo ur Po rta b : e Ra d 10 p ros pect Pinpoint his special need. Whoever 


he is, wherever he goes, whatever 
he does — portable radio goes along. 
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EXTRA COPIES WHILE THEY LAST! 


Be sure to shecify which reprint you want. 


How To Sell Radio: Order this EM WeEeEx exclusive 
Basic Information Booklet for 50¢ each copy ‘in 
quantities up to 99 copies; for 35¢ each copy in 
quantities from 100 to 500 copies. Plus shipping. 


Specifications For 1962 Radio: Order this special 
EM WEEK spec sheet section for 50¢ each copy in 
quantities up to 99 copies; for 35¢ each copy in 
quantities from 100 to 500 copies. Plus shipping. 


Special Two-in-One Offer: When you order beth the 
Radio spec sheets and the how-to-sell booklet, each 
package cost you only 80¢. 

Prepayment must accompany all orders. Prices 
for large quantities available on request. 
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AVAILABLE 


Now’s the time to get your copy of the new 
1961/1962 DISTRIBUTORS DIRECTORY. Hundreds 
of company names, officials, addresses and 
telephone numbers are included in this directory. 
Highlighted are distributors of major appliances; 
radios; TVs; hi-fi stereos; housewares and imports. 
Supply is limited—so order now: 


Domestic orders: $3.00 per copy plus shipping. Send 
check or money order with your request and we 
will pay the postage. 


Foreign orders: $10.00 per copy. All foreign requests 
must include check or money order. 


Send all orders to: EM WEEK Reader Service Dept. 
26 Floor, McGraw-Hill Bldg. 
330 West 42 Street, New York 36, NY 


ELECTRICAL MERCHANDISING WEEK 


3 
= 
= 4 
| 
= 
j 
i 
= 
= 
: 
= 
7 


and it’s big all the way! Not just a store ona block ©§= MUNTZ TV is expanding and offers select areas to 
... but an entire big city metropolitan market can — qualified people. Your own area could be available 
be yours exclusively with MUNTZ TV. Smart, ag- —. ... or, if you’re willing to relocate, act now. 


gressive, experienced direct-selling merchandisers Get the message directly by writing or calling 
with facilities and organization can qualify for 
large trading areas. 


23” 


(282 sq. in. viewable picture area) 


table models 


Jack Simberg, vice-president. 


23” Table 


23” Table 
Model No. 23TM 


Retail From 


(282 sa. in. viewable picture area) 


consoles 


23” Open Face Console 23” Console 23” Early American 23” Lowboy Console 23” Lowboy 
Model No. 23CSM Model No. 230 Console Model No. 23LB Model No. 23RC 
Model No. 23EA With Wireless 
Remote Control 


933" 


(282 sq. in. viewable picture area) 


combinations 


Priced to 
Retail From 


23” TV-AM Radio Phono 23” TV-AM Radio Phono 23” TV—Full Stereo Combo 23” TV-AM-FM Radio 
Full Stereo Full Stereo Model No. 23CP-4 Full Stereo Combo 
Model No. 23CP-1 Model No. 23CP-2 23 CP-5 Same as above Model No. 23CP-8 


with AM/FM Radio 


Suaranteed by 
od Housekeeping 
and “Good Housekeeping” to help you sell Muntz TV! 


LIFE 


1044 Noel Avenue ¢* Wheeling, Illinois * Phone LEhigh 7-5700 


Double-Barreled consumer advertising now in “Life” 
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THE SUCCESS MAKERS 


What can THE SUCCESS MAKERS sell for you? These core 
retailers in the appliance-radio-tv-housewares field are 
skillfully merchandising an eye-opening range of consumer 
hard goods. Electric razors and cookware. Barbecue 

units and power mowers. You get your profit story to 

The Success Makers best through EM Week—read every 
Monday by 30,000 retailers and the 6,000 distributors 

who supply them—for basic business information. 


ELECTRICAL 
A McGraw-Hill Publication ABC-ABP « 330 West 42nd Street, New York 36 WEL 7.764 


BOUGHT AND READ BY MORE APPLIANCE-RADIO-TV-HOUSEWARES DEALERS THAN ANY OTHER TRADE PUBLICATION 
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CONSOLE 1751, WITH AM RADIO, 


1770, WITH AM/FM MULTIPLEX TUNER, 


EM WEEK 


REVIEWS 


1772 


SYMPHONIC 1962 Phonos 


Symphonic’s 1962 phono line in- 
cludes 16 self contained stereo hi-fi 
consoles; 9 portables, a 4-speed hi-fi 
multi-speaker phono and an extra 
matching extension speaker for Nos. 
1727 and 28. 

Console models include Nos. 1751 
and 1753 stereo phono; Nos. 1770 
and 1771 with AM radio and Nos. 
1772 and 1773 with AM-FM stereo 
multiplex tuner. All are available in 
mahogany, walnut or limed oak. 
Nos. 1751, 1770 and 1772 have 6w 
output; 50-12,000cps; plays 4 speeds 
automatically; stereo or monaural; 
intermixes records of same speed; 
shuts off automatically after last 
record; 2 jeweled styli. 

Nos. 1753, 1771 and 1773 feature 2 
sound systems in a sliding door low- 
boy cabinet; 10w output; 50-10,000- 
cps; treble, bass, balance and loud- 


STEREO DELUXE 


4-SPEED PORTABLE 1707 


DELUXE P 


AUGUST 28, 1961 


ness controls; 4-speed automatic 
changer that plays stereo and mon- 
aural records, intermixes and shuts 
itself off. 

Nos. 1755 and 1775 has 12w output; 
50-15,000cps; 4 speaker dual sound 
system with 4 separate controls; 
loudness, treble, bass and balance; 
4-speed automatic changer with dia- 
mond and sapphire styli; automatic 
shut-off No. 1775 is available with 
am-fm stereo multiplex tuner. 

Nos. 1757 and 1777 deluxe self-con- 
tained models have 6 speakers; 2 
10-in. woofers; 2 5-in. mid-range 
and 2 3% in. tweeters; 20w; 40-20,- 
000 frequency response; diamond 
stylus; intermix changer plays all 
speeds; shuts off automatically; 
treble, bass, balance and loudness 
controls; mahogany, lime oak or 


walnut hardwoods. The latter mod- 


ORTABLE WITH MATCHING SPEAKERS NO. 1728 


/new products 


CONSOLE 1753, WITH AM RADIO, 1771, WITH AM/FM MULTIPLEX TUNER, 1773 


els are equipped with 45 rpm spindle. 
Deluxe self-contained stereo hi-fi 
portables include Nos. 1727 and 1733 
(the latter with AM radio and FM 
multiplex stereo tuner) also No. 
1728. All have 6 speakers 3 in each 
wing speaker enclosure; 20w out- 
put; 50-15,000cps; 4-speed automatic 
changer that intermixes and shuts 
itself off; diamond and sapphire 
styli; bass, treble, balance and loud- 
ness controls; pyroxylin-coated cover 
in black or brown. 

No. 1728 has 6 self- contained speak- 
ers plus provision for duplicate set 
of extension speakers; simulated 
pigskin cover in black or brown. 
No. 1724 has 4 Alnico PM speakers; 
10w output; 50-15,000cps; 4-speed 
automatic changer with shut-off; 
diamond and sapphire styli; luggage 
case in Mandan black. 


Stereo hi-fi automatic portable No. 
1721 has double wing speaker enclo- 
sure, each with a 6 in. PM speaker 
and 10-ft. extension cord; 5w out- 
put; grey or tan pyroxylin-coated 
luggage case. No. 1720 has 2 PM 
speakers 1 in master unit and 1 in 
swing out wing. Each speaker chan- 
nel has separate loudness control; 
intermix 4-speed changer with auto- 
matic shut-off ; 2 sapphire styli; blue 
with white or brown with ivory py- 
roxylin coated luggage case. No. 
1722, 4-speed automatic “Audio” 
stereo hi-fi portable has 3 speakers, 
a 9 in. oval in master unit and 2 
5-in. speakers each in detachable 
wing enclosures; diamond and sap- 
phire styli; charcoal gray with black 
or tan with ivory washable cover. 
Symphonic Radio & Electronic Corp., 
10 Columbus Circle, New York 19. 


HAMILTON Dryer And Washer 


For early fall distribution the new 
Hamilton Golden Touch automatic 
clothes dryer and companion washer 
63T12 and 63M1 or 63E1 are an- 
nounced. 

They feature gold in the back 
panel, controls and trim against a 
white background. The twin air 
stream drying principle combines 
sun-like heat and a fresh, gentle 
breeze for better-than-natural dry- 
ing conditions. Quiet operation, a 


satin-smooth, snag proof drum pro- 
tects garments during tumbling ac- 
tion. All-fabric drying controlability 
is another feature. 

The companion washer features 


triple-filtering action; 5 separate 
rinses with 2-speed wash and spin 
cycles and multiple water tempera- 
ture selection give full washing and 
drying control for all types of fabric 
and soil conditions. Hamilton Mfg. 
Co., Two Rivers, Wisc. 
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new products 


CONTINUED 


ROPER Adds To 
Gas Range Line 


Roper has added a new 40-in. con- 

sole-type gas range to its Charm 
line. 
The Epicure, the second Charm model 
available, is tailored for the medium 
priced market. It features a 4-hr. 
timer alarm, meat and baking ovens 
with modern design procelain enam- 
eled doors, meat oven rotisserie, 4- 
in-line chrome jet burners and a 
convenient burner surface light. 

It also has a lift-up enamel top, 
gas valve handles of a new design 
and decorative liftout side panels in 
a new woven metal motif. George D. 
Roper Sales Corp., Kankakee, Il. 


SUBURBAN Thru-Wall 
Gas Heaters 


The Suburban Ventura line of gas 
“thru-the-wall” heaters is announced 
by Samuel Stamping and Enameling 
Co. 

Included in the line are gravity- 
type 25,000 and 35,000 Btu models 
and. counter-flow forced air 35,000 
Btu models. 

Features in the new line include 
sealed combustion chamber; A-19 
Glascoat is used on combustion cham- 
bers; simple 1 cut-out installation 
is provided. 

Attractive styling and beige finish 
are also featured. 

The gravity-type 25,000 Btu model 
can be recessed in the wall. The 
other models are designed simply to 
hang on the wall. Samuel Stamping 
& Enameling Co., Chattanooga, Tenn. 


Teenage-Priced Radio Phono Combination! 
Select-A-Lever Clock Radio! 
AM- 
bo Arvin Model 71P19--The double-value radio- 
phonograph combination, especially created for the 


: mass teenage market! Powerful 5-tube AM radio 
¥ _ with high performance phono. Charcoal and Light 


RETAIL* $5995 


Arvin Model 51R45—Clever Automatic Select- 
A-Lever action control function has “Slumber 


“Switch,” push button “Repeat-A-Call,” 1100 $3 A95 


watt appliance outlet and luminous clock hands. 
5 tubes, with A.V.C., plus vernier drive tuning. 
Moonstone and Gray. Also available in Pink. 


ARVIN CLOCK RADIOS START AS LOW AS $19.95 
PERMANENT SHOW SPACES: 


501-2 Chicago Furniture Mart 
Arvin Sales Dept.—Columbus, Ind. 


Slightly higher Far West 


RETAIL® 


FM Radio with Exclusive Station-Guard! 


612—New York 1150 Broadway 


ARVIN PHONOS ... A COMPLETE LINE FROM $19.95 TO $119.95 


Arvin Model 91P38—Portable 4-speed Stereo, with exclusive “3-D” 
frequency separator for 3-dimensional sound! Twin 4” speakers play 
through hinges or detach to play 20° apart. Large front facing 6” 
speaker. Cordovan and Fawn Beige. 


Arvin Model 31R25—New AM-FM radio that 
gives twice the listening pleasure. The best in 
AM reception, through a quality superhetero- 
dyne circuit... best in FM reception, through 
exclusive Station Guard. This feature eliminates 
overlap, cross talk, interference, assures perfect 
FM! Moonstone and Slate Gray. Also available 
in Mint Green and off-White. 


$3995 


RETAIL*® 


Fak: 
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© Consumer Products Division 


ARVIN INDUSTRIES, INC., COLUMBUS, INDIANA 


ARVIN... The World’s Largest Specialists in the Manufacture of Quality Radios and Phonographs 


GENERAL ELECTRIC FM 
Stereo Radio 


An FM home radio receiver was an- 
nounced by General Electric. The 
radio is fully compatible with the re- 
cently approved FM Stereophonic 
broadcast system, as well as stand- 
ard AM and FM services. Intro- 
duction of the model, T-1000 FM 
Stereo, is co-ordinated with availa- 
bility of the new broadcast service. 
Model! T-1000 is a single piece table 
model receiver with an all-wood cab- 
inet finished in genuine walnut ve- 
neers. It will receive the new FM 
Stereo broadcast signal as well as 
standard AM and FM broadcasts. 
Approximately 19 in. wide, 13 in. 
high and 8% in. deep, it is equipped 
with detachable doors which are 234 
in. thick. In these doors, which 
swing open 180 deg., are the in- 
strument’s speaker complement of 2 
8-in. heavy-duty wide-range speak- 
ers, which are electranically connect- 
ed through the door hinges with the 
set’s amplifier without visible wires. 
Door exteriors are covered with can- 
ing, interiors with blue tapestry. 

Two 8 ft. extension cords, stored 
in back of set, can be used if the 
doors become detached from the set 
for maximum stereophonic pano- 
rama. 

It has 6 separate controls that per- 
form the following functions: set 
on-and-off ; afc; activate phono jack 
with which set is provided; AM, FM, 
FM stereo tuning; loudness and 
stereo balance. Both stereo and mon- 
aural records can be played through 
amplifier when a record player is 
used. General Electric Corp., Radio 
Receiver Dept., Syracuse 1, N.Y. 


briefs 


Eveready’s Magnet Lite assortment 
No. 13MF contains 5 Lites, 2 in tur- 
quoise, 2 in yellow and 2 in white in 
a counter display stand featuring new 
use of colors on lens shades and cases. 
It has a permanent “Alnico” magnet 
with an 18-20 lb. pull mounted in the 
jumbo switch; heavy gauge chrome 
plated seamless metal case; lamp 
shock absorber plus an aluminized 
optically perfect reflector. Available 
to dealers, $7.98 the assortment. 
Union Carbide Consumer Products 
Co., 270 Park Ave., New York 17. 
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ARLO Air Purifier 


A heavy duty air purifier that will 
handle up to 6,000 cu. ft. of area is 
introduced by Permatron. 

Two twin-panel electrostatic filters 
are used, the second filter acting as 
a precipitator collector plate. Both 
filters are removable for cleaning. 

A squirrel cage type blower rated 
at 160 cfm changes air in a 12 x 14 
ft. room in less than 10 min. For 
deodorizing, 2 states of ozone are 
available under separate controls. 
Odor particles may be destroyed not 
only as they pass through Arlo, but 
a blanket of ozone can attack a 
source of odor as much as 32 ft. 
away in 59 sec. Colored pilot lights 
indicate 3 stages of operation. Nega- 
tive ions are produced by ultra violet 
energy in 2437 AU range in radia- 
tion chamber. 


Arlo professional model, PRO-1, is 
designed for long life and a minimum 
of service which consists primarily 
of cleaning the lifetime filters. Ail 
lamps have an average life of 6,000 
to 7,500 hrs. Permatron Corp., 666 E. 
Kensington Rd., Arlington Heights, 
Tu. 


PHONO TRIX Portable 
Transistor Tape Recorder 


A hi-fi all-transistor tape recorder 

has been introduced into the Phono 
Trix line. It joins other models in 
the tape recorder series sold through 
Matthew Stuart. 
Music Master Mark IV is designed 
for recording and playback of hi- 
fidelity music. This machine, made in 
West Germany, weighs only 5 lb. It 
has 6 transistors and 4 standard 
flashlight batteries. Dual 3-in. tape 
will provide 45 min. of playing time 
per reel, and the batteries will pro- 
vide up to 50 hr. of playing time 
without replacement. A _ constant 
speed of 334 ips is maintained to 
eliminate tonal distortion caused by 
speed variation. 

A completely self-contained unit 
in 2-tone scotch grain leather, the 


Mark IV has a chrome-trimmed 
carrying case and comes with reels, 
tape, built-in speaker and micro- 
phone. AC adaptor, earphones, auxil- 
iary amplifier-speaker and other ac- 
cessories available extra. 

Price: $129.95. Matthew Stuart & Co., 
Inc., 156 Fifth Ave., New York 10. 


CLEAR BEAM ANTENNA GpP-| 


meet the 


distinguished faculty 
of Gibson's 
Jamaica/Panama 


College 
of Profit | 


Again this year, the world’s 
largest appliance convention 
will feature daily business 
sessions conducted by out- 
standing educators, econo- 
mists and members of the 
business press. 


Here are the gentlemen John F. Adams E. G. Alien, Jr. Nathan A. Baily A. W. Bernsohn 
CLEAR BEAM ANTENNA CBY3 whose enlightening views on Editor Publisher s oe Columnist 
Mart Magazine Mart Magazine ool of Business Home Furnishings Dail 
CLEAR BEAM Antenna Line Jour business will be a high- New York New York Administration Los peti : 
light of your stay in Jamaica/ The American University 
Clear Beam announces a series of Panama with Gibson. ee 
economy citizen’s band antennas. 
No. GP-1 features a design with a 
1 in. diameter driven element and 
drooping radials to give improved ‘ 
impedence matching with co-axial 
No. CBY3 is a 3-element yagi for 
27me with full .10 and .15 wave- 
GP-1 and CBY3 were developed to 
fill a gap in market where no anten- Bd 


nas were available to attract pur- 


Shelton Fisher 
chasers of economy transceivers and 


Earl Lifshey Dr. J. Donald Phillips} Richard E. Snyder Caswell Speare Jules Steinberg 


S ‘ Senior Vice President Columnist President Consulting Economist Publisher Executive Vice President 
transceiver kits. McGraw-Hill Publishing | Home Furnishings Daily Hillsdale College Chicago Electrical NARDA 
Prices: $9.95 and $14.95. Antennex Company New York Hillsdale, Michigan Merchandising Week Chicago 
Div., Clear Beam Antenna Corp., New York New York 
21341 Roscoe Blvd., Canoga Park, 

Calif. 
Classes will be held daily at Royal Caribbean Hotel, Montego Bay, Jamaica and El Panama Hilton Hotel, 
briefs Panama. For basic, business information, attend Gibson's Jamaica/Panama College of Profit. 


Blonder-Tongue has developed a new 
and powerful antenna mounted 
TV/FM 4 set booster with remote 
power supply, the AB-4 Signal Mas- 
ter. It provides the gain and inter- 
est isolation necessary for sharp, 
clear reception on 4 b&w or color 
TV or FM sets. Price: $29.95. Blonder- 
Tongue Labs., Inc., Ellenville, N.Y. 
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you deserve a profit, 
get one with... 


REFRIGERATORS FREEZERS ELECTRIC RANGES AIRCONDITIONERS * DEHUMIDIFIERS 
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new products 


CONTINUED 


ZENITH Enters 
Color Television 


Ten basic models, using Zenith- 
designed and developed color circuits 
and a patented two-tube color de- 
modulation system, make up the new 
line. 

The “electronic brain” of the color 
receiver, Zenith’s demodulation sys- 
tem reduces the complexity of de- 
modulating circuits and is supposed 
to supply a more accurate method of 
extracting color information from 
the composite video signal, the com- 
pany claims. 

Other color circuit innovations 
Zenith claims: A_ simplified focus 
voltage adjustment circuit; a “clover- 
leaf” convergence assembly that 
mounts around the neck of the pic- 
ture tube and is supposed to be less 
critical, easier to adjust and to keep 
color in proper register on the TV 
screen. Zenith uses a permanent 
magnet picture centering system 
which the company claims has fewer 
components to age or drift and per- 
forms more reliably than electro- 
magnetic centering systems. 

Zenith has also developed what the 
company describes as a_ superior 
“color killer” circuit that automat- 
ically cuts off color when the receiver 
is tuned to black-and-white transmis- 
sions. 

Zenith claims its color receivers 
are the only models on today’s mar- 
ket with automatic color level circuit, 
which compensates for color varia- 
tions of transmission and helps keep 
color values constant when you 
change from station to station or 


when one color program changes to 
another on the same station. 

The Zenith color sets use only two 
color controls for manual operation 
by the set owner. One is a push-pull 
color level control (rotary adjust- 
ment regulates color intensity, push- 
pull action turns color on or off with- 
out disturbing the automatic adjust- 
ment color level setting). The other 
is a hue control, which can be set to 
bring in the best flesh tones. 

Zenith’s factory-built hand-wired 
chassis features horizontal design. 
The metal cone type check points and 
circuit tubes are accessible from the 
top. A removable plate on the bottom 
of the set makes approximately 90% 
of the chassis circuitry accessible 
without removing it from the cabinet. 

The company is using its Gold 
Video Guard turret tuner and a 
“perma-set” tuning control. Five 
basic models in the line are standard- 
equipped with Zenith’s “400” Space 
Command remote control tuning. 
Model 5030 W, R, E (The Gotham), a 
contemporary styled low-boy with 
7”x5” speaker, is available in genuine 
mahogany, walnut and blonde oak 
veneers and hardwood solids. Sug- 
gested list: $695. 

Model 6030 W, R, E (The Rushford), a 
Space Command ‘400” remote-con- 
trol contemporary styled low-boy 
with a 7”x5” speaker. Suggested list: 
$795. 

Model 5035 R, M (The Amherst) comes 
in an Early American cabinet with a 
full base in mahogany and maple 
veneers and hardwood solids. Sug- 
gested list $775. 

Model 6035 R, M (The Cambridge) is 
a remote control version of 5035, has 
a list of $875. 

Model 5040 W (The Bedford) has two 
9”x6” speakers, has a Danish modern 


MODEL 5040W 


cabinet of genuine walnut veneers 
and solids, bonded Cinelens safety 
glass. Suggested list: $875. 

Model 6040W (The Bellevue) has two 
9”x6” speakers, Danish modern cabi- 
net, remote tuning and suggested list 
of $975. 

Model 5050H (The Milano) has two 
9”x6” speakers, one 34-inch tweeter 
speaker, and Italian provincial styled 
cabinet of cherry fruitwood veneers 
and selected hardwood solids. Sug- 
gested list: $900. 

Model 6050H (The Valencia) is an- 


other version of Model 5050H with 
remote control tuning. 
Model 5060H (The Sovereign) has two 
9”x6” speakers and a 3%-inch 
tweeter, comes in French provincial 
styling with a cabinet of cherry 
fruitwood veneers and solid. Sug- 
gested list: $950. 
Model 6060H (The Rochelle) is an- 
other version of Model 5060H with 
remote control tuning. Suggested list 
price $1050. 

Zenith Sales Corp., 6001 West 
Dickens Ave.,,Chicago 39. 


Also available ... AM/FM combination 
and AM only. 
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pagne white case, charcoal front. 


pagne white front. 


COLOR COMBINATIONS: Champagne white case 
and white front « moonmist grey case, charcoal front « 
moonmist grey case, champagne white front « cham- 


AM/FM COMBINATIONS: Champagne white case, 
charcoal front « charcoa Icase, champagne white front 
* moonmist grey case, charcoa Ifront « red case, cham- 
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hand grip. . 
UL approved. 


“Hottest item we’ve had 
for years,” says executive 
of large Indiana chain-store. 


Here’s a low-cost, American-made FM radio 

with living-room quality, yet at a price that makes 
it popular as a second set for the kitchen, 
bedroom, family room or office. And it’s perfect 
for the kids or for gifts. 


Look at these top quality features: drift-free 
precision tuning . . . volume and tonal quality 
surpassing that of many sets selling for 2 or 3 times 
as much . . . attractively styled plastic case 
available in four popular color combinations . . . 
seven tube circuit . . . unipole antenna. . . ample 
8’ power cord . . . finished back with recessed 

. size: 6” high, 10” wide, 5” deep... 


BROADCAST EQUIPMENT DIVISION 
CONSUMER PRODUCTS SECTION 


SARKES TARZIAN INC 


east hillside drive bloomington, indiaria 
edison 2-7251 
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Forecast For 8° TV—Fair And Sony... 


Sets Roll Off 
Production Line 
For U.S. Market 


Early in July, Sony Corp. of Amer- 
ica floated 500 of its 8-inch transis- 
torized portable TV units on the New 
York market area to test the set’s 
acceptance. 

Sales warranted a second shipment 
of 1,000 units before the end of the 
month. A Sony spokesman in Tokyo 
said that “reception was terrific.” 

Present plans call for importing 


Know your product ...and close more sales! 


TOASTMASTER 
STAINLESS STEEL 
FRY PAN 


COMPLETELY IMMERSIBLE 


Wonderfully easy to clean. Gleaming stain- 
less steel finish stays new-looking .. . 


3,000 units per month for the next never pits or corrodes. Full family size— F a 
three months before Sony decides 95-02. capacity. 
whether to step up production from ' In stainless steel 95* ' 1 
. 5,000 to 10,000 sets a month. The i model 8C1..... 22 3 


next step is the establishment of a : 
Chicago base for Midwestern opera- i 
Asked if prices would be cut in 
the event of increased production, the e 
Tokyo representative replied “not in 
the foreseeable future.” 
The present retail price is $249.95 
with an optional battery pack avail- 
able at $29.95. 


in Aluminum model 8D1. $1495 * 


* 
"52-x"" 
‘4 HEATING } 
ELEMENT 


| 


EVEN-COOKING 
ALUMINUM 
BOTTOM SLOT-LOCKED 
SAFETY FEET 


Also available in 


Buffet Style, 
stainless steel only, 
$22.95 


REMOVABLE 
PROBE 
CONTROL 


FIRST OF ITS KIND! SQUARE-SHAPED CON- 
TROLLED-HEAT FRY PAN, MADE OF GLEAM- 
ING, EASY-TO-CLEAN STAINLESS STEEL FUSED 
FOREVER TO EVEN-COOKING ALUMINUM 


@ EXTRA-LONG "52-X" HEATING ELEMENT spreads 
heat uniformly over entire bottom. No hot spots. 


From Tokyo production lines above, 8- 
inch TVs are pouring ‘‘overseas."’ 


{Recommended retail prices, No cold spots. 
j : @ SLOT-LOCKED SAFETY FEET scientifically designed 
f. : TOASTMASTER ADS so they can never twist? or turn. 
r a WILL BE SEEN BY @ REMOVABLE PROBE HEAT CONTROL enables fry 
317,783,610 pan to be completely immersed in water for fast, 
PROSPECTS THIS FALL! 
.. in Life, Look, Saturday ¢ ALUMINUM BOTTOM FUSED with stainless steel 
Evening Post, Ladies’ under 2,500 tons of pressure. The molecules of 
Home Journal, metal intermingle! Bottom can never separate from 
Redbook, Good stainless steel shell. 
Housekeeping, True TOASTMASTER MEANS MORE!...SO SELL 
Story, House & Garden, ®) 
TOASTMASTER: 
Better Homes 
& Gardens, Living for TOASTERS + FRY PANS + COFFEEMAKERS + BLENDERS + IRONS 
ieee GRILL AND WAFFLE BAKERS + ELECTRIC CAN OPENERS + MIXERS 
Toastmaster... Bride’s Magazine and TOASTMASTER DIVISION 
Bride & Home. McGRAW-EDISON Company 
The U.S.A. is the target of this conveyor 
belt In Sony factory. TOAST MASTER” is a registered trademark of McGraw-Edison Co., 


Elgin, Ill. and Oakville, Ont. ©1961 
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PEOPLE 


IN THE 
NEWS 


Hamilton Beach—Alvin Taylor, Jr. 
has been appointed district repre- 
sentative for the St. Louis district. 
He formerly was employed by Brown 
Supply Co. of St. Louis. 


Audio Devices Inc.—George R. Frei- 
feld has been named Mid-Atlantic 
sales manager for the new Washing- 
ton sales office of Audio Devices, Inc. 
in Silver Spring, Md. He previously 
worked for Merrill, Lynch, Pierce, 
Fenner and Smith, Inc., New York. 
Andrew Rice, for Washington and 
Baltimore, and Albert Rader, for 
Philadelphia, will assist as sales rep- 
resentatives. 


Berns Air King—David Zuckerman 
was appointed manager of the com- 
pany’s northern California sales of- 
fice. He had been in the Detroit sales 
office. 


Kelvinator—W. W. Patterson was 
named central regional manager for 
the division of the American Motors 
Corp. He formerly was _ assistant 
sales manager for wholesale distri- 
bution. He takes over the central re- 
gion functions of J. J. Tenney, as- 
sistant general sales manager, who 


had dual responsibilities for major 


market distribution as well as the 
central region. 


Murray Magnetics Corp. 
Bronner has been named president 
of the newly formed Murray Mag- 
netics Corp. of New York City. He 
was the former director of produc- 
tion planning, Bridgeport Brass Co. 


Allied Radio Corp.—Sidney Solomon 
has been appointed product manager 
of the company’s private brand 
Knight and Knight-Kit lines of elec- 
tronic products. Formerly, he was 
product manager of Allied’s sound 
and specialty products. 


Standard Kollsman Inc.—Lloyd F. 
Taylor has been named vice presi- 
dent of the Casco subsidiary of 
Standard Kollsman. He will continue 
in his duties as executive assistant 
to Leonard F. Cramer, president of 
Casco. 


Hardwick Stove Co.—Leonard M. 
Hammer has been appointed promo- 
tion manager for Hardwick of Cleve- 
land, Tenn. His most recent position 
was manager of the Gold Star Gas 
Appliance Program. 


Admiral— Herbert K. Rollins has been 
appointed sales manager-range divi- 
sion of Admiral Sales Corp. Most 
recently he was key account manager 
for Quickfrez, Inc. 


Whirlpool—James E. Challenger has 
been appointed national manager of 
a new department at Whirlpool 
which will be responsible for the 
selection of suitable sites for coin- 
operated laundry and drycleaning 
centers. He last held the position of 


general manager and executive di- 
rector of Arthur Rubloff & Co., in 
the Chicago area. 


Martel Electronics Sales—Sid Weiss 
has been appointed director of sales 
for Martel Electronics Sales—Uher 
Division. 


Ampex Computer Products Co.—Don- 
ald P. Allen has been promoted to 
manager of the products depart- 
ment, tape unit division, Ampex 
Computer Products Co. He was re- 
cently head manager of product 
planning. George M. Herzfeld is ap- 
pointed manager of product man- 
agement in the tape unit division. 
He formerly was a special project 
staff engineer with the Link divi- 
sion of General Precision, Inc. Wil- 
liam Collins has joined the staff as 
a sales engineer. He was formerly 
with Ampex Data Products Co. 


McGraw-Edison—Ann Olson has been 
appointed to the recently created 
post of home service director of 
Speed Queen division. She previously 
was associate director of home eco- 
nomics for Procter and Gamble Co. 


Republic—Robert B. Starnes, form- 
er president of the Mathes Co., has 
been elected president of Republic 
air conditioning division, Republic- 
Transcon Industries Ine. 


Chrysler Airtemp—Ladd J. Orr was 
appointed resident stylist for Chrys- 
ler Airtemp. He formerly was co- 
organizer of Anders-Orr and Asso- 
ciates, Inc. 


Pentron—George C. Tanty has been 
appointed to the newly created post 
of field service manager of Pentron 


READERS 


EM WEEK welcomes expressions of 
opinion from its readers for publication, 
subject, of course, to final editing and 
approval by editors. 


Editor, EM WEEK: 

The comfort of a warm bed often 
aids a person in relaxing and going 
to sleep. There are many methods of 
warming a bed. I wonder if you 
have ever heard of a thermal blanket 
which consists of small-bore water 
pipes which warm the bed by cir- 
culating hot water. This method has 
some real advantages—no fire risk 
being the most important of them. 
Has a thermal blanket ever been 
marketed in the United States? 

I hope you will be able to help me 
in my enquiry. Thanking you in an- 
ticipation. 

G. Bailey 

Industrial Consultant 
44 Old Bond St. 
London, W. |., England 


EM WEEK could find no such blanket. 
Can any of our readers? 


Electronics Corp. He was formerly a 
regional sales manager for the Samp- 
son Co. 


Roberts Electronics—John Freeman 
has been elected to Roberts’ board 
of directors. He has served as vice 
president and general manager of 
the company, partially owned by 
Rheem Manufacturing Co. 


NEW... GAS AND ELECTRIC RANGES 


THE BEST LOOKING . . . THE BEST COOKING ... 


THE BEST SELLING 


GAS 
36” SERIES 
MODEL 1624-A 


if you don't know Enterprise, you owe 
it to yourself to find out more about 
this medium priced line with the fea- 
tures and quality of high priced ranges. 


Enterprise is built to exacting 
standards by skilled craftsmen 
who have been manufacturing 
ranges for over a century. 

Now this service-free quality has 
been teamed with i, new, 
contemporary styling to bring you 
the greatest value in free-stand- 


ing ranges anywhere. 


ELECTRIC 
36” SERIES 


MODEL 124A 


THE NAME TO REMEMBER 


Nippon Electric Company has earned in- 
ternational reputation for their achievements 
in the field of electronics, but to those who 
are not familiar with N.E.C., never had the 
opportunity of knowing . . . N.E.C. is one 


of the largest and the oldest electrical manu- 
facturers, established in 1899, and early 
pioneers of transistor products. 


A JSewel of a Compact 
Shirt Poeket Six Tran- 
sistor-Model NT-640. High 
sensitivity for top recep- 
tion. Complete with ae- 
cessories in attractive 
gift package. 


Hi.Style, dual face Six 
Transistor Pocket Model 
NT-625 in exciting colors 
of Black, Ivory, and Coral. 
Performance unsurpassed. 
Gift packed with accessories. 


AM/FM High Quality 10 Transistor-Model NTF- He” 
A specially-designed convertor cireuit for F 


Speaker with extra tone quality, large tuning Siats, 
push buttons are just a few of the features that make 
NTF-1001 a hit. 


Exclusive U.S. Sales 
Representatives of . 
Nippon Electric Company 


Through Kanematsu New York, Inc., their 
exclusive sales representatives, N.E.C. is 
marketing transistor pocket radios, portables 
and tape recorders. These products are con- 
sistent with N.E.C.’s_ reputation of high 
quality and dependability, combined with 
beauty and performance. Yet, the prices are 
more competitive than those of other adver- 
tised brands. Upon investigation, you will 
find our outstanding price structure means 
greater profits to you! 


2 Band 8 Transitors with Tuning Indicator-Model NT- 


880 covers BC 535-1605 KC/S, SW-A, 3.9-12 MC/S. 
Model NT-880M covers BC 535-1605 KC/S, MB 1.7-4.6 
MC/S. The exclusive feature is a built-in indicator for 
best tuning on standard or short wave listening and 
battery life. Top quality. 


INQUIRIES INVITED 


from qualified distributors on exclusive 
franchise basis in principal territories 
West of the Mississippi. 


KANEMATSU NEW YORK, INC. 


606 S. Hill St. 


° Los Angeles 14, California 
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DISTRIBUTOR 
APPOINTMENTS 


SNYDER MFG. CO.—Samuel Shaw as 
representative for New York 
City and northern New Jersey 
area. Abe Goldman, Pittsburgh, 
as sales representative in West 
Virginia and west Pennsylva- 
nia. 


MAYTAG—Alrom, S. R. I., Milan, 
Italy, for northern Italy; May- 
tag Co., East Coast Division, 
Jacksonville. 


SYLVANIA—Brown Supply Co., St. 
Louis Mo., for 53 Illinois coun- 
ties and 54 Missouri counties; 
Fairlane Distributing Co., Bill- 


ings, Mont., for the Billings 
area; Northwest Electronics 
Corp., Minneapolis, Minn., in 


portions of Wisconsin and Min- 
nesota; J. W. Phillips Distribut- 
ing Co., Inc., Seattle, Wash., for 
the Seattle area; Jones-Cornett 
Electric Co., Welch, W. Va., for 
certain West Virginia, Ken- 
tucky, Ohio and Virginia coun- 
ties; Gifford-Brown, Inc., Des 
Moines for Iowa. 


AMPEREX ELECTRONIC—R. W. Far- 
ris Co., Inc., Kansas City and St. 
Louis, Mo. 


GARLOCK ELECTRONICS—DeMambro 
Radio Supply Co., Inc., Boston. 


ENGELHARD HANOVIA— For the lamp 
division: Latimer & Ziegler As- 
sociates, Detroit. 
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CASWELL SPEARE puBLisHER 


DALE R. BAUER ADVERTISING SALES 
MANAGER 


Philip G. Weatherby, General Manager 
Home Goods Data Book; Robert P. 
Green, Director of Creative Marketing; 
Henry J. Carey, Director of Market Re- 
search; Peter Hughes, Production 
Manager; Marie Restaino, Production 
Assistant. 


DISTRICT MANAGERS: 
NEW YORK: Philip G. Weatherby, San- 
ford Wiedenmayer, 500 Fifth Avenue, 
N.Y. 36, N.Y., OX. 5-5959. 


PHILADELPHIA: H. Sherman Davis, 6 
Penn Plaza, Philadelphia 3, Pa., LO. 
8-4300. 


ATLANTA: Raymond K. Burnet, 1375 
Peachtree St., N.E., Atlanta 9, Ga., 
(Atlanta) 875-0523. 


CHICAGO: Edward J. Brennan, Bruce 
Tepaske, 645 N. Michigan Ave., Chi- 
cago 11, Iil., MO. 4-5800. 


DALLAS: John Grant, 901 Vaughn 
Bldg., Dallas 1, Tex., RI. 7-5117. 


DETROIT: Robert J. Scannell, 856 
Penobscot Bldg., Detroit 26, Michi- 
gan, WO. 2-1793 


HOUSTON: Joe Page, W-724 Pru- 
dential Bldg., Houston 25, Tex., JA 
6-1281. 


LOS ANGELES: Noel Humphrey, 112' 
West Sixth, Los Angeles 17, Cal., HU 
2-5450. 


SAN FRANCISCO: Thomas H. Car- 
mody, 255 California St., San Fran- 
cisco 11, Calif., DO. 2-4600. 


PORTLAND: Scott Hubbard, Pacific 
Bidg., Yamhill St., Portland 4, Ore., 
CA. 3-5118. 
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HOW’S BUS INESS? Here’s the answer for 26 key markets which 


cover 15% of the U.S. buying public. Based on flash reports of 
dealer sales in the areas served by these utilities, the chart pro- 
vides you with an authentic, timely index of retail sales. It’s an 
ELECTRICAL MERCHANDISING WEEK exclusive. 


June, 1961 vs. June, 1960 00 Electric Room Air 
Refrig- Electric Water Cloth Dish- Condi- 
6 Mos. 1961 vs. 6 Mos. 1960 00 proves Freezers Ranges Heaters Washers Bryers. Washers tioners TV 
IN THE EAST 
United Illuminating Co. +19 + 16 + 6 - 12 +27 +18 +44 + 10 +40 
+10 + 26 — 6 — 12 +13 +7 +23 — 32 +12 
N. Y. State Elec. & Gas Corp. +32 - 2 + 8 + 21 +10 0 +30 - 14 ° 
+ 8 5 + 3 + 22 +1 - 9 + 6 — 16 » 
Jersey Central Power & Light - 7 + 2 —23 - 20 - 9 ~-34 -16 - 22 -13 
-— 7 - 1 —11 -—- 20 —-7 —20 + 2 — 43 + 2 
New Jersey Power & Light Co. -18 - 13 - 4 - 20 -33 - 5 + 5 - 8 -—16 
-12 - 2 - 1 - 13 -11 - 1 +13 — 29 — 7 
Philadelphia Elec. Assoc. + 7 + 32 +5 + 58 +9 - 8 - 7 + 12 + 5 
+ 2 + 19 + 7 + 20 + 2 —11 +9 -— 10 + 6 
Pennsylvania Elect. Co. - 3 - 16 - 3 + 33 - 9 -21 -18 - 5 + 4 
-11 — 10 0 + 8 —16 —18 - 8 — 47 — 7 
West Penn Power Co. - 9 + 9 - 3 + 24 -13 - 8 -—20 - 9 - 7 
-14 —- 1 —12 + 25 —17 —20 — 3 — 38 —17 
IN THE MIDWEST 
Dayton Power & Light Co. —24 - 36 -11 —- 48 - 9 —34 -33 + 23 + 4 
—22 —- 11 —13 — 30 —12 —27 0 — 20 -— 9 
Central Illinois Public Service + 9 + 2 —24 - 45 0 -18 -31 + 46 - 6 
-—- 3 —- 5 —14 36 —10 —30 - 1 + 7 — 4 
Kansas Gas & Electric Co. - 4 - 4 +28 - 33 + 2 - 5 -13 - 4 -—20 
-10 — 2 —15 — 20 — 2 —14 + 6 + 21 —24 
Kansas Power & Light Co. + 9 + 1 +1 + 27 -13 —27 - —- 24 0 
— 3 + 5 — 2 - 1 — 7 —23 . — 40 - 1 
Nebraska-lowa Elec. Council +13 + 16 - 7 + 16 +7 +39 +67 +129 +12 
+22 + 38 — 7 + 14 +28 +43 +85 + 50 + 4 
IN THE SOUTH 
Chattanooga Elec. Power Bd. -13 - 22 +7 - 5 - 1 -17 - 2 - 57 + 8 
—21 — 31 -— 5 —- 6 —16 —19 — 8 — 47 + 1 
Nashville Elec. Service -15 - 17 —22 + 3 +10 
+ 5 — 1l — 7 6 9 % 
Florida Power & Light Co. +7 - 11 +11 +100 +10 +11 +22 + 34 +40 
— 4 + 6 —10 + 39 —10 —14 —18 + 37 —26 
Florida Power Corp. -29 - 18 -22 - 37 -26 -15 -25 + 53 -12 
—14 + 20 —23 — 25 — 9 — 6 —15 + 21 + 1 
Tampa Electric Co. -11 - 29 —22 - 19 -14 -27 +78 + 3 - 2 
—13 3 —11 — 16 7 —15 +21 2 0 
IN THE SOUTHWEST 
Dallas Power & Light Co. - 8 +121 -23 ° -15 -5 -23 - 48 +21 
9 4 — 4 —19 8 3 18 —10 
Gulf States Utilities Co. +15 + 19 +23 
* * + 11 * 2 * * 
El Paso Electric Co. -12 - 29 +13 — 58 > -28 0 + 48 —28 
—23 4 — 6 18 + 5 +4 + 19 —10 
Southwestern Electric Power + 1 + 12 +54 - 14 -11 +30 0 —- 40 + 5 
+3 +411 +433 +25 +49 +4 -27 
New Orleans Public Service -22 - 9 -41 sd - 6 -51 -13 — 74 + 5 
— 6 0 —12 ? +3 °+4 + 6 —- 3 +19 
IN THE WEST 
Idaho Power Co. - 4 - 4 - 8 - 6 -—22 -18 - 2 * * 
— 3 - 6 +1 + 14 —23 4 
Pacific Gas & Electric Co. +19 - 10 + 8 - 7 - 8 + 6 +9 + 66 +26 
+10 —- 5 + 6 + 1 + 4 + 6 +17 + 35 +10 
Pacific Power & Light Co. -9 - 31 -23 + 4 -2 -6 -21 +230 + 4 
—11 — 22 —15 + 1 — 6 -—11 + 5 +143 — 2 
Washington Water Power Co. —32 - 4 -72 + 34 —22 —33 —47 +538 -—25 
—18 - 5 —37 - 5 —17 —28 - 9 +170 —11 
NATIONAL 
June 1961 vs. June 1960 +1 - 5 - 3 + 15 - 5 - 5 - 2 + 5 +10 
6 Mos. 1961 vs. 6 Mos. 1960 — 2 —- 1 — 4 + 8 -— 5 — 7 + 7 - 2 0 


O = No Change 


* = Not Available 


6 Months: Not Too Bad 


Despite the recent recession dur- 
ing the first half coupled with the 
slowdown of residential construction 
caused in part by bad weather, re- 
tain sales during the first six months 
of 1961 held up well. Sales could 
have been much worse. 

According to the reports of the 
26 utilities making up EM WEEK’S 
panel, four appliances (refrig- 
erators, water heaters, air condition- 
ers and television) showed retail 
sales gains in June. For the first 
six months, two appliances were 
ahead of their 1960 pace, another 


showed no change, and three others 
slipped just below the 1960 sales 
level. Only dryers, off 7%, and wash- 
ers, down 5%, made _ noticeable 
drops. 

The sales picture should improve 
in the second half. Improving eco- 
nomic conditions, added housing 
starts, reduced inventories and new 
models should boost national sales 
considerably. Whether the final six 
months’ sales will be enough to finish 
the year in the black is another 
question. 

But if sales continue to rise, the 


year 1961 will have been successful. 

Regionally, the situation changed 
little from preceding months. The 
heavily populated urban areas again 
were showing the way with states 
such as Connecticut, California, 
Louisiana, New York, and Florida 
ahead, for the most part, of the 
June 1960 totals. 

As far as individual appliances 
were concerned, television continued 
its surge ahead and after six months 
pulled abreast of last year’s figures. 
Air conditioners, way off through 
April and May, made a big comeback 
in June and stood just 2% under 
1960. Water heaters, up all year, 
continued to sell; they were up 15% 
on the month and 8% on the year. 
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TAKING STOCK 


A quick look at the way in which the 


stocks of 54 key firms within the industry behaved last week. This 
summary is another exclusive service for readers of EM WEEK. 


~—i6 Months 
44 Averages of the 54 Stocks 
Listed Below 
40 
36 
32 
28 
24 


DEC JAN FEB MAR APR MAY MAY MAY MAY MAY JUNE JUNE JUNE JUNE JULY JULY JULY JULY JULY AUG AUG AUC AUG SEPT 


Stocks and Dividends 1961 Close Close Net 
In Dollars High Low /jAug. 21| Change 

NEW YORK. EXCHANGE 
Admiral 10% 13% 
American Motors 1.20 21%, 16!/2 17%4 19'/s + 1% 
Arvin Ind. 1 26'/2 26% + 
Borg Warner 2 435% 35 42\/2 42%, + 
Carrier 1.60 49 32'/, 39%, 38!/, — 
CBS 1.40B 42% 345 35 353% + % 
Chrysler 1A 52% 50, 1% 
Decca Records 1.20 32 34!/2 + 
Emerson Electric 1BXD 87!/, 50 82'/4 81% 
Emerson Radio .37T | 16, 13! 1314 
Fedders 1B 20!/ 205% + 
General Dy. 1 | 45/2 32% 33'/2 32/4 — '% 
General Elec. 2 | 74 60!/, 67! 69 + 1% 
General Motors 2 49!/, 4048 47%, — % 
General Tel & El .76 25 26 + 
Hoffman Elec. 295% ibl/, 20'/2 20 — 
Hupp Corp. 25F TEA 83% + Il, 
Magnavox 1 39% 35!/g 34%, 38%, + 4 
Maytag 2A 56!/, 52% 54!/2 54!/, — % 
McGraw-Edison 1.40 405% 30% 35 35% + ¥% 
Minn. M&M. .60 8755 70!/g 78\/, 77 — 
Montgomery Ward 1 34%, 26% 30% — 
Monarch .04 18!/, 13% 18 17% — 
Motor Whee! 1 20!/2 1% 134, 14!/, + 1%, 
Motorola 1 100 89 + 2'/ 
Murray Corp. 30% 265% 275% 28 + % 
Norris-Thermador 34% i8 24/2 23% 
Philco 17% 20!/2 21 + 
RCA 1B 6554 60!/2 59!/, —! 
Raytheon 2.37T 44!/> 35\/ 42\/, + 
Rheem 131, 16!/, 17/ + % 
Roper GD 165% 21", 21% + % 
Schick 14!/, 9%, + 
Siegler Corp. .40B 34 28% — 
Singer 1041/4 107% 107'/, 107 
Smith A. O. 1.60A 371 28%, 304 31% + % 
Sunbeam 1.40A 55\/, 453% + 3% 
Welbilt .10E 5% + 
Westinghouse 1.20 50 40!/z 43% 435% + 
Whirlpool 1.40 34% 29% i = 
Zenith 1.60A 185 97/4 186!/, +13% 
AMERICAN EXCHANGE 
Century Electric 10% 5%, 
lronrite .25T 655 + 
Lynch Corp. 87T 12%, 10% 10% + 
Muntz TV 7 4 5% — 
National Presto .60 31 121/, 18 17 — 
Nat. Un. Elec. (Eureka) 1% 3% 3% + 
Pentron 85, 255 6 — 
Republic Trans. 4l/, 6% — 
Trav-ler Radio 4% 8 8 
MIDWEST EXCHANGE 
Knapp-Monarch 6% + 


A—Also extra or extras. B—Annual rate plus stock dividend. E—Paid last year. F—Payable 


1961, 
cash value on ex-dividend or ex-distribution date. 


in stock during 


estimated cash value on ex-dividend or ex-distribution date. T—Payable in stock during 1960, estimated 


ANALYSIS: The em weex chart of 
54 key stocks reached a new yearly 
high last week as the average ad- 
vanced % pt. to 341%. This was gen- 
erally the story on the over-all mar- 
ket where most stocks gained. Ex- 
perts remained optimistic about the 
market’s outlook, pointing to the 
rash of favorable business news that 
has come along. Steel production is 


54 


up; so is personal income. And a re- 
port by the Department of Com- 
merce reveals that manufacturing 
concerns are expecting total sales to 
rise to new highs in the current 
quarter. Individually, Zenith again 
led the advancing issues, gaining al- 
most 14 points. Magnavox remained 
active—up four pts. There were three 
new highs last week. 


a quick check or BUSINESS TRENDS 


FACTORY SALES 
appliance-radio-TV index 
(1957 = 100) 

RETAIL SALES 

total ($ billions) 


APPLIANCE-RADIO-TV 
STORE SALES 

($ millions) 

CONSUMER DEBT + + 
owed to appliance-radio-TV 
dealers ($ millions) 
FAILURES 

of appliance-radio-TV dealers 


HOUSING STARTS 
(thousands) 


AUTO OUTPUT 
(thousands) 


PERSONAL CONSUMPTION 
EXPENDITURES 

for furniture-household 
equipment ($ billions) 
DISPOSABLE INCOME 
annual rate ($ billions) 


CONSUMER SAVINGS 
annual rate ($ billions) 


Latest | Preceding 
Month Month 


116 1 
18.1 18.3 

313 302 

272 270 
40 37 


125.9 138.3 


13.8°* 21.0°* 


17.8+ 18.3+ 


361.7+ 354.34 


25.1+ 23.1+ 


Year 
Ago 
120 


18.1 


322 


291 


28 


114.9 


HOW THEY 
COMPARE 


3.33% down 
(May 1961 vs. 
May 1960) 
No change 
(July 1961 vs. 
July 1960) 
2.80% down 
(June 1961 vs. 
June 1960) 


6.53% down 
(June 1961 vs. 
June 1960) 


42.85% up 


9.57% down 
(July 1961 vs. 
July 1960) 


47.4°*| 70.89% down 


19.14] 6.81% down 


(Ist gtr. 1961 
vs. Ist qtr. 1960) 


352.7+) 2.55% down 


(2nd qtr. 1961 
vs. 2nd qtr. 1960) 


22.8+) 12.72% up 


(2nd qtr. 1961 
vs. 2nd qtr. 1960) 


EMPLOYMENT 68,499 68,706 68,689 0.28% down 
(thousands) 1 
uly 


*New index being used. Federal Reserve Bulletin (seasonally adjusted). 
**Figures are for week ending August 19, 1961, and preceding week (revised). 


+Figures are for quarters 


+-+fFederal Reserve Bulietin figures (revised). 


aquick cHeckor INDUSTRY TRENDS 


An _ up-to-the-minute tabulation of estimated industry shipments 
of 15 key products. New figures in bold-face type. 


AIR CONDITIONERS, Room 
DISHWASHERS 
DRYERS, Clothes, Electric 
FOOD WASTE DISPOSERS._. 
PHONOGRAPH SHIPMENTS 
RADIO PRODUCTION 
(excludes auto) 
RADIO RETAIL SALES 
TELEVISION PRODUCTION 
TELEVISION RETAIL SALES 
REFRIGERATORS . 
RANGES, Electric, Standard 
Built-in 
RANGES, Gas, Standard 
Built-in. 
VACUUM CLEANERS 
WASHERS, Automatic & Semi-Auto 
Wringer & Srinner 
WASHER-DRYER COMBINATIONS 
WATER HEATERS, 


Electric (Storage) 
WATER HEATERS, Gas (Storage) 


1961 1960 % 
(Units) (Units) Change 
June 233,800 237,500 — 1.56 
6 Mos. 1,199,800 | 1,159,900 + 3.44 
June 50,000 41,300 +21.07 
6 Mos. 288,700 275,400 + 4.82 
June 43,402 42,047 + 3.22 
6 Mos. 277,470 312,328 —10.99 
June 17,303 22,903 —24.45 
6 Mos. 138,540 170,269 —18.63 
June 75,200 62,000 +21.29 
6 Mos. 387,000 380,800 + 1.63 
june 109,200 102,000 + 7.06 
6 Mos. 492,300 553,200 —11.01 
May 196,337 182,969 + 7.3) 
5 Mos. 1,239,347 | 1,539,171 —19.48 


Week August 11 207,485 
32 Weeks 6,209,376 
June 940,346 

6 Mos. 4,390,180 
Week August 11 122,504 


165,124 | 4-25.65 
6,106,437} 1.69 
702,889 | 4.33.78 
3,878,358 | +13.20 
91,533 | 433.84 


32 Weeks 3,407,385 | 3,442,905 — 1.03 
June 615,118 677,178 — 9.16 
6 Mos. 2,801,136 | 2,963,044 — 5.46 
May 294,300 273,400 + 7.64 
5 Mos. 1,332,900 | 1,499,000 —11.80 
June 69,600 69,000 + 0.87 
6 Mos. 436,100 445,200 — 2.04 
June 75,400 58,200 +29.55 
6 Mos. 354,600 346,600 + 2.31 
June 131,900 127,600 + 3.40 
6 Mos. 686,900 762,900 —10.00 
June 37,300 38,900 — 4.10 
6 Mos. 170,200 173,100 — 1.70 
June 242,001 245,790 — 1.50 
6 Mos. 1,598,316 | 1,682,468 — 5.00 
June 239,107 206,687 +15.69 
6 Mos. 1,199,447 | 1,228,852 — 2.39 
June 65,188 70,268 — 1.23 
6 Mos. 324,518 373,854 | —13.20 
June 10,318 9.812 + 5.16 
6 Mos. 52,893 79,866 —33.77 
June 71,900 62,300 +15.41 
6 Mos. 374,200 375,700 — 0.39 
June 185,000 256,000 —27.10 
6 Mos. 1,368.600 | 1,355,300 + 1.00 


Sources: NEMA, AHLMA, VCMA, EIA, GAMA. 
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Mark 30 model 


BEAUTIFUL, 
PRACTICAL, 


GAS RANGES 


Join up! ... it’s easier to sell RCA WHIRLPOOL than sell against it! 


A thrilling new 


exclusive Gourmet 
Shelf and Counter 
Control Center 


With so much for customers to see and so many feature 
advantages, the new line of RCA WHIRLPOOL gas ranges 
offers today’s most powerful range selling story! Even 
lowest-priced models have exciting Cabinet-Mate* styling 
for that trim built-in look, Counter Control Centers, dual- 
purpose Trivet-Grates, and many more outstanding basic 
features. Stepping up, there’s a long list of important 
“‘women-wanted”’ features such as Full-View removable 
oven door, Balanced-Heat oven with Lo-Temp control, 
“‘Flame-Set”’ Burner-with-a-Brain**, automatic Meal- 
timer*, exclusive Flip-Top controls, delightful new Gour- 
met Shelf... and all models in the complete 30”, 36” and 
40” lines are engineered for easier cleaning than ever before! 
Ask your RCA WHIRLPOOL distributor for details. 


*Tmk.  **A.GA. Mark 


CORPORATION  aoministrative CentER, BENTON HARBOR, MICHIGAN 


Manufacturer of RCA WHIRLPOOL Automatic Washers e Wringer Washers e Dryers e Washer-Dryers e Refrigerators e Freezers 
Ice Cube Makers e Ranges e Air Conditioners e Dishwashers e Food Waste Disposers e Dehumidifiers ¢ Vacuum Cleaners. 


Use of trademarks on and RCA authorized by trademark owner Rodio Corporation of America 


AUGUST 28, 


1961 


“built-in” look... plus 
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PUT 


YOURSGECLF in 


SEAT 


KELVINATOR 


Kelvinator Dealers Set Fast Pace! 


2nd Quarter Sales Exceed 1st Quarter by 24.17% 


2nd Quarter Sales Top 2nd Quarter, 1960, 13.7% 


KELVINATOR DIVISION, 


56 


Month after month, Kelvinator dealers are giving enthusiastic 


support to a new series of “Customer Activity’’ programs 
designed to create immediate business. Completely dealer- 
centered, these programs feature large-space key city newspaper 
advertising, newspaper supplement advertising and extensive 
dealer promotion and display helps. 


Asa result of this outstanding support, the exclusive advantages 
in Kelvinator appliances are receiving a warm public reception... 


KELVINATOR ‘'NO-FROST"’ REFRIGERATORS are 
moving rapidly as consumers learn about their significant 
advantage in operating economy. 


AMERICAN 


MOTORS CORPORATION, 


‘ 


FABULOUS FOODARAMA continues to boost big-ticket sales 
volume for dealers with the lure of wonderful Foodarama Living. 


KELVINATOR AUTOMATIC WASHERS are giving pur- 
chasers the “‘feature’’ they want most. . 


. real dependability. 
FOODARAMA FREEZER is gaining sales as the world’s most 
convenient freezer with 40% more food up front. 


KELVINATOR ELECTRIC RANGES are freeing more and 
more women from oven-cleaning drudgery with exclusive 
Throw-Away Oven Linings. 


With such products and programs, it’s easy to see why Kelvin- 
ator dealers are setting new sales records—month after month. 


DETROIT S32, 


MICHIGAN 
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